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SAN FRANCISCO, Nov. 2, 1892. 
C. M. PALMER, Esq., Business Manager Examiner, San Francisco, Cal. 

DEAR Sir—Replying to your request made to me yesterday, will say : 

In order that you may understandingly contradict the affidavit or statement furnished 
to Messrs. Rowell & Co., of New York City, by the San Francisco Call Company, of this city, 
wherein the CALL gives a tabulated statement of their DAILY circulation for and during 
the months of August, September and October, 1891, will state: 

The San Francisco Call Co. received from Messrs. Rowell & Co. (as is the custom with 
most recognized publications) the usual circular letter which Mes . Rowell & Co. send out 
annually, and in which they requested the CALL publishers to furnish them with a sworn 
statement of the CaALvL’s circulation to be used as a matter of record in the annual publica 
tion issued by Rowell & Co. and which is duly recognized among publishers and ADVER 
TISERS as a sort of commercial rate-book, in as much as it furnishes to ADVERTISERS the 
stock in trade, or more pataly, the circulation of newspapers. 

The Cau. furnished Messrs. Rowell & Co. figures in the following manner : 

In the first place, the foreman of the CALL’s pressrooms keeps a record of the readings 
of the press indicator, which is a mechanical contrivance which registers each and every 
FOUR-PAGE paper that comes from the press. 

The CALL’s press will only print a four-page paper, for which it was originally built. 

The present issue of the CALL is an EIGHT-page paper, and in consequence of its press is 
issued in two separate four-page forms, the same being folded within each other, but not 
pasted as in the case with modern presses. 

Now the figures on the press indicator would be the RECORD of each FOUR-PAGE sheet 
as it comes from the press, and would record the good and bad impressions alike. Conse- 
quently these figures would represent the total of each FOUR page impression. 

he CALL’s editions during the months which the figures represent was issued in TWO 
FOUR-page sheets, or really an eight-page paper. The register figures should have been cut 
in nalf to give the actual number of eight-page papers issued, saying nothing of how or 
where they were circulated. 

The CALL instead of cutting the press indicator figures so as to correspond with the 
eight-page edition which they issued, used the figures as they stood and instructed one of 
the office clerks, whose duties were such that he knew nothing of the facts in the matter, to 
copy the original four-page indicator records in the shape of a neat and attractive state- 
ment, which was duly mailed to Messrs. Rowell & Co. as the correct statement and figures 
of circulation of the San Francisco MORNING CALL. The fact is that the figures represent 
double the amount of EIGHT-PAGE papers printed. 

If the publishers of the MorNING CALL cared or wished to have furnished Messrs. Rowell 
& Co.a TRUE and correct statement of its circulation it would have been necessary for 
them to have taken the data from the books on record in the office, but which would not 
have shown one-half the press indicator figures. As a matter of fact, NO statement of cir- 
culation was made up from the books and bona-fide records. The figures furnished to 
Messrs. Rowell & Co. were simply the press indicator readings, which represented each four- 
page issue from the press and should have been reduced one-half to determine the number 
of ei wel ny od pm printed on the press, which total could not then be represented as a 
legitimate and bona-fide circulation. 

You are aware of the writer’s source of information in this matter, and in so much as I 
have your word that this letter is a personal communication and not to be used other than 
for your own information, will say that I had full charge of all books and accounts of circu- 
lation when the last statement was made by the CALL to Messrs. Rowell & Co. and that the 
only manner that the circulation of the paper could have been ascertained was from the 
records of the books, and such statement was not made from the circulation accounts, but 
as stated in this letter. The books would have shown the actual circulation to be less than 
27,000 copies during the months of August, September and October, 1891, covered by the 
statement, Yours very truly, 

(Signed), J. E. McGOWN, 


SAN FRANCISCO, Jan. 15, 1893. 
Mr. 3. M. PALMER, Bus. Man., San Francisco EXAMINER: 
DEAR SIR—You are at liberty to publish my communication relat- 





ing to the San Francisco CALL circulation. 
J. E. McGOWN, 
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Columbian intelligence landed on the Atlantic Coast. 
American intelligence remains there. || 
The concentrated East has sent her delegates across || 
the Western prairies. | 
American money is near Atlantic tide-water. | 
Half the entire population of America makes its per- || 
manent home within the boundaries of the Atlantic 
Coast Lists. 
| One sixth of all the country people of the United 
| States and one-third of the rural population of the 
Atlantic slope pay for the privilege of reading the 
Atlantic Coast Lists’ papers. 
Sixty per cent of these 1450 papers are the only 





| 
| 
| papers of their respective localities. 

| Eighty-three per cent are the only papers of their 
| 





towns or published at county seats. 
bet ta - . — ‘ , °. 
$3. rhe slight prejudice against co-operative papers, 3 





| largely due to the egotistical ideas of some antiquated | 
| publishers, who think they can produce tie whole paper | 
better than an extensive plant, with every ‘acility, can | 
publish half of it, has well nigh passed into foolish his- | 
tory. 

The co-operative paper of the East is the heme paper 
of the people. 

It is the paper which frames lecal opinica— the paper | 
of modest circulation, true, but cf a cheraccer nearest to | | 
the local heart. P 

The Atlantic Coast Lists cove’s the Atlantic slope 
of America and its people. 

One electrotype, one order accomplishes it. 

Catalogue and estimates upon application. 
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ATLANTIC COAST LISTS, | 


| 134 LEONARD ST., NEW YORK. 
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THE EXPERIENCES OF A TOOTH- 
POWDER ADVERTISER. 


Dr. I. W. Lyon has built up a large 
business by advertising his tooth-pow- 
der, and, knowing that he would have 
an interesting, practical and valuable 
advertising experience to relate, the 
writer called upon him a few days ago. 

*“*So PRINTERS’ INK wants me to 
talk advertising, does it?” the doctor 
said. ‘* Well, to go back to the begin- 
ning, I was a graduate of the New 
York College of 


make a success of my tooth-powder— 
no matter how good it might be—I 
must make it known. So with this 
end in view, I began to study the va- 
rious methods of advertising. I com- 
menced by putting out circulars and 
distributing samples. ‘Then I had 
board signs tacked up everywhere; in 
short, I tried all sorts of dodges except 

legitimate newspaper advertisine. 
‘*My next move was to order one 
hundred thousand very handsome little 
books printed.” Here a sad look 
drifted across the 





Dentistry, and a 
practising dentist 
for over fourteen 
years. 

‘* The tooth-pow- 
der which I pre- 
pared for my pa- 
tients had grown 
so in popularity 
that the prepara- 
tion of it demand- 
ed quite as much 
ef my time as my 
work at the chair. 
In fact it had grown 
to such proportions 
that it became nec- 
essary for me to de- 
vote my entire at- 
tention to it. So, in 
1566, I abandoned 
my dental practice, 
and commenced the 








doctor’s face, and I 
said; ‘* Didn’t the 
books produce the 
results you hoped 
for?” 

‘No; they didn’t 
produce any re- 
sults. Instead of 
being in the hands 
of the people, as 
the newspapers 
would have been, 
the next morning, 
I had them all on 
my hands. It was 
| no end of trouble 
| and expense to get 
| rid of them, and I 
had stacks of them 
encumbering my 
office for a long 
time. 

‘*T then noticed 








struggle of ‘ estab- 
lishing a_ trade- 
mark,’ 

‘* Like all beginners, my methods at 
first were decidedly crude. I thought 
that I had such a good tooth-powder 
that people would find it out, and it 
would not be necessary for me to ad- 
vertise. In fact, at that time, I looked 
upon advertising as an offensive sort of 
horn-blowing, used only by quack nos- 
trums and country circuses, and alto- 
gether beneath my professional dig- 
nity. But experience taught me my 
error, and I very soon came to a realiz- 
ing sense of the fact that, if I was to 


Dr. I, W. Lyon. 


and profited by the 
experience of others 


and went into the 
dailies. Once I got a whole column 
in the old JAZai/ for fifteen dollars. 


However, the desire for advertising 
grew with me, and I saw that I was 
getting results by the increasing de- 
mand for the goods. But it was hard, 
up-hill work and all a steady out-go. 
‘*T first confined my advertising to 
local mediums; then I got into the 
weeklies and magazines. I never used 
extravagant language, but told the 
truth, and kept repeating it. Now, I 
consider advertising the life of the 
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business, and would not stop it on any 
account. 

‘* T believe thoroughly in steady, per- 
sistent advertising, and consider it as 
essential to my business as fuel to the 
steam boiler.” 

‘*How much capital must a man 
have in order to make a success of a 
dentifrice ?” 

‘* He must have at least fifty thou- 
sand dollars, and then it will take ten 
years’ hard work before the business 
amounts to anything. In introducing 
adentifrice, you have the natural prej- 
udice of the people to overcome against 
putting anything on their teeth. Strange 
to say, they will put all sorts of trash 
into their stomachs and ask no ques- 
tions; but when it comes to putting 
something on their teeth they are very 
particular what they use, because the 
teeth show. No tooth-powder can be 
made a permanent success unless it is 
pureand harmless. I keep upa steady 
advertising, emphasizing this feature, 
and find it unquestionably the best 
policy. 

**No, I have never advertised in 
foreign countries, this one is big enough 
for me; but I often get orders from 
other lands, through advertisements in 
American mediums. 

‘“*As to your question about the 
competition, | would say that there is 
twenty times more than there was, 
Many of the dentists now make their 
own tooth-powder, and almost every 
druggist. 

‘*The trade in all toilet articles is 
working more and more into the large 
retail dry-goods houses and depart- 
ment stores, as the ladies are the prin- 
cipal buyers of that class of goods. 

‘* Speaking of competition, a friend, 
and an excellent dentist, told me re- 
cently, with much regret, that he had 
just sunk ten thousand dollars in trying 
to place a dentifrice upon the market. 

**Hesaid: ‘Why it ought to have 
sold, it was so good ’—which was un- 
doubtedly true ; but quality alone will 
not establish any proprietary article, 
unless it is properly and persistently 
advertised. 

‘* Yes, the package unquestionably 
helps the sales. At first 1 put up my 
powder in the form of compressed 
tablets, done up in paper packages. 
After that I packed the powder in 
glass bottles, but found in some of 
them little flakes of glass, which made 
them very dangerous to use. I then 
adopted my present package, the enam- 
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eled metal box, with a nickel-plated 
measuring tube—my own invention 
and patent. Imitators? Yes, scores 
of them ; people who fancy that if they 
can only get up a package like Lyon’s 
their business is made. But they are 
short-lived ; they bloom for a time on 
chimneys, rocks and blank walls, but 
when once well washed by the rain, 
they disappear and are heard of no 
more. ‘The powder form seems to be 
preferred by the public to any tablet, 
paste or wash, 

‘*In this business are three factors: 
First, and a very long way first, is the 
advertising. Then comes the prepara- 
tion itself, and with it counts about 
equal, the third factor, an acceptable 
package.” 





———_—__—— 


WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 
Lonpvon, January 18, 1893. 

In the brilliant New Year’s Number 
of PRINTERS’ INK I note a reference to 
Mr. William Morris, of poetical fame, 
and his designs in type-founding. Mr. 
Morris has, as Mr. Benton states, de- 
signed several fonts of type, many of 
them very beautiful, but I doubt that 
they wiil come, as Mr. Benton thinks, 
into the market. William Morris is, 
to my mind, unquestionably the great- 
est English poet now living, as he is 
admittedly the greatest master of de- 
sign. He has a shop in Oxford street 
where wall papers, tapestries, chintzes, 
hammered iron utensils and pottery of 
his designing are sold, and where 
prices rule high. It is one of the ar- 
tistic show places of London. He isa 
shining light of the Socialists and is, 
or was until lately, accustomed to 
harangue gatherings of workmen in all 
parts of the country on labor questions, 
though I do not gather that he carried 
his Socialism so far as to distribute the 
profits of his large business among 
these audiences. HIe has written 
‘“* The Life and Death of Jason,” 
‘* The Earthly Paradise” and a number 
of other poems. ‘Poems by the 
Way,” a collection of his shorter 
pieces, contained some of the most 
exquisite poetry in the language. 
** The House of the Wolfings” and 
““The Glittering Plain” are stories, 
partly in prose and partly versified, 
which, in their own particular manner, 
stand quite alone; his initial letters, 
type ornaments and book plates are 
beautiful beyond description, And 
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with all this, strange to say, Morris 
does not believe in advertising! Nay, 
more, he loathes the very mention of 
the art, and one trembles to think 
what his observations would be if he 
were asked to sell a font of type for 
the purpose. In point of fact, his 
types are not sold at all. They are 
punched exclusively for use at his 
private press near Hammersmith, at the 
West End of London, where he now 
prints his own books, in very limited 
editions, on hand-made paper and in 
all sorts of odd bindings, with the ap- 
parent object of creating a ‘‘ corner” 
in them and limiting their possession 
to a few rich book collectors—an inten- 
tion as inconsistent in a popular advo- 
cate and a Socialist as his detestation of 
advertising in a professedly advanced 
thinker. I shall more easily forgive 
him the latter eccentricity than the 
reservation of his books. Possibly 
the American law may permit Mr. 
Benton to borrow the Morrisian type- 
faces, and I daresay their heavy, ser- 
viceable forms would make useful 
advertising ; but we shall never have 
them here ! 
x % x * * 
The new London evening paper, 
which Mr. 7%¢-Bits Newnes has or- 
ganized, will be issued for the first 
time on January 31, coinciding with 
the opening of Parliament. It is to be 
called the Westminster Gazette and is 
to have an illustrated sixpenny weekly 
issue to be called the Westminster 
Budget, corresponding to the Pa// Mall 
Budget, which it will no doubt aim to 
supplant. As I was able to state in 
PRINTERS’ INK as long ago as Novem- 
ber 30, Mr. Newnes has secured the 
services of Mr. Cook, editor of the 
Pall Mall Gazette under the old owner- 
ship, who resigned when the paper 
was sold to Lowenfeld, and, with Mr. 
Cook, go the most important part of 
his editorial staff. The new papers 
are certain of an immediate succes de 
curiosite, which it will depend upon 
themselves to develop into a permanent 
popularity. Remembering what the 
Pall Mall used to be in Mr. Cook’s 
time I feel pretty sure that they will 
attain it, and I would advise American 
advertisers to make their contracts in 
good time. Meanwhile, it would be 
interesting to know at what figure the 
£80,000 Pall Mall Gazette will be 
assessed, say on February 1. Person- 
ally, I should not care to order any 
advertising in it anyway, 


Perhaps the funniest testimonial on 
record is one given by Mr. Horatio 
Bottomley to a firm of public account- 
ants. Mr. Bottomley was one of the 
promoters of a big printers’ trust, the 
Hansard Publishing Union, which 
went rather descreditably to smash 
last year. He has lately published his 
reminiscences—everyone does this now- 
adays, it would seem—after what a 
critic called ** an appetizing delay” for 
the purposes of revision by some one 
learned on the law. The best thing in 
the book, however, is this testimonial, 
modestly lurking at the back end of 
the work, with the other advertise- 
ments, where Fewings & Co., public 
accountants and trustees in bank- 
rupicy, have a page for the announce- 
ment of their qualifications. The 
statement of their mission in business 
is adorned by the following : 





[TESTIMONIAL]. 
From Mr. Horatio BotromLey. 
To Messrs. Fewincs & Co, 
Dear Sirs—I have much pleasure in 
certifying that you have been of very 
| great assistance to me in connection with 
| my affairs, and I shall certainly advise all | 
| my friends as they become bankrupt to 
avail themselves of your services. 
Yours faithfully, 
(Signed) Horatio BotTroMLey, 


‘“ There is a grim humor,” says the 
critic already quoted, ‘‘in this certifi- 
cate from a beheaded man to his ex- 
ecutioners that will touch a responsive 
chord in the hearts of a wide circle 
awaiting their turn at the block.” 

a * * & *% 


There is a naive touch about the 
wording of the foliowing stove adver- 
tisement that is infinitely amusing to 
the jaded mind of the student : 





SHERWOOD’S 


RUBY SUN STOVE. 


So as to fix name in mind, think of Robin 
Hood in Sherwood Forest on a hot day. 


| Price Complete, 16/6 each. | 
Can be obtained from all Ironmongers, or if 
not in stock, from 
ENGLISH PETROLEUM LAMP CO., 
Atlantic Works, Cumberland Street, 
BIRMINGHAM. 


* * * * * 








Having had the advantage of Mr. 
Dixey’s and Mr. Fowler’s mutual sug- 
gestions in PRINTERS’ INK, it is, per- 
haps, not quite fair to offer an alter- 
nated shoe advertisement. Yet, with 
diffidence, I was not pleased with 
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either of theirs entirely, though of the 
two I much prefer Mr, Dixey’s. With 
still greater diffidence I venture to sub- 
mit an example of my own writing. It 
appears to me that the advertisement 
of a shoe should do more than lay 
down general principles and perorate 
with a reference to a particular make, 
. Claiming the advantages for it boldly. 
An advertisement, particularly of goods 
obtainable in every street, fails in its 
object unless it fixes the zame of what 
it announces firmly in the mind, That 
is what I had tried for, with a result 
coming far short of complete satisfac- 
tion, in the following : 


PRINTERS’ 


INK, 


consult with the printer. Of course, 
the advertisement is in no way intended 
to compete with those of the experts, 
whose work led me to offer it. I only 
try to show how the matter suggests 
itself to a comperative novice, 

plc ees 


THE SPECIAL REPRESENTATIVE. 
By G. A. Sykes. 


Generally speaking, every paper that 
is started puts out the tender leaves of 
hope in order to swell the exchequer o1 
the founder. One publisher frankly 
announces in an editorial: ‘* This 
paper is started to fill a long-felt 





New Shoes 
hurt one’s feet. 


do, 


STANLEY, 


makes 
Shoes that 
do not hurt, 


There is a temptation to make the old ones 
even when they had begun to let in 
damp, rather than hobble painfully in new. 
To combine the advantages of both 


Douglas Street, 


want—by the editor 
for more cash. _ It 
will be devoted to the 
welfare of the editor 
first, to Portland next, 
and then to the man- 
ufacturers and indus- 
tries of Oregon.” 
Here lies the secret 
of the special agent’s 
existence. The sub- 
ject of the special has 
been treated many 
times and oft, but late- 
ly I have heard so 
many advertisers, pub- 
lishers and advertising 
agents doubtfully dis- 
cussing him that a 
word in season might 





Yet are elegantly shaped, wear well and do not 
cost dear ($3). 
Test this statement; a call will convince. 
Your old horror of new shoes wil! vanish. 
Our patrons neither hobble in new nor 
slouch in superannuated shoes. They 


Walk in a More Excellent Way. 


be said just about 
now. He is well able 
to speak for himself, 
though, and does so 
when given a chance. 

I know the special 





STANLEY, 





Douglas Street. 


well, having met him 
at all times and 
places—except at 
church, where I 








The proverbial expression used at the 
end is intended to form a sort of catch- 
word, being repeated in other adver- 
tisements ; the name and address are 
repeated of malice prepense, both be- 
cause I want them remembered and 
because I want to connect them mnem- 
onically with the line: ‘‘ Walk in a 
more excellent way.” I directed the 
main body of the ad to be set in italic 
because I note that this is a type not 
much used just now by advertisers in 
America. <Asa last word of apology 
for the advertisement I have written, it 

may be pointed out that there has been 
no opportunity to revise a preof or to 


never go—and I have 
particularly noticed what he can do for 
a good paper. The successful special 
is bright, energetic and shrewd, loyal 
to his paper and the home office. 
Patiently taking rebuffs and oft-times 
insults, the elusive contract ever upper- 
most in his mind, his successes atone 
for his trials and disappointments, 
though he often gets the notion that 
he not only makes the paper rich, but 
the advertiser, too. He must, if suc- 
cessful, be a smart fellow, with all his 
wits about him, for he has to cope with 
general agents and advertisers (whom 
everybody knows are men of parts and 
talents), who would detect any juggling 
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with the truth, unless very skilfully 
done. 

In the course of my visits among 
advertisers I constantly see how much 
depends on a good advertising repre- 
sentative, for of the making of papers 
there is no end, and really good 
mediums are extremely likely to be 
overlooked. Again, the publisher who 
thinks that his paper is indispensable 
to an advertiser makes a grevious and 
expensive error; while the business 
manager who thinks he can come to 
New York twice a year from Minne- 
sota and scoop all the ads that are 
going, has a mild but costly idiosyn- 
cracy. 

Now a word as to the inexperienced 
or amateur special. I have often heard 
both advertisers and general agents say 
that personal magnetism is a very great 
factor in the attainment of the much 
desired ad, and a recruit with some 
obscure journal coming in will often 
impress them in spite of themselves. 
A youngster will enter who believes 
thoroughly that his newspaper will 
benefit the advertiser; he has earnest- 
ness of manner, a confident ignorance 
that is sublime, and a genuine ring of 
conviction about him that will make 
the advertiser also believe. As this 
youngster stays in the business and 
sees more of general advertising he be- 
comes less confident and the less sure 
of any given plan bringing given 
results. 

In many instances the special agent 
is no more regarded as a middle-man, 
but as a salaried attache of the paper. 
The proof of this is seen in numerous 
cases in New York, and the experience 
of many publishers is that these repre- 
sentatives have been the means of 
largely increasing their foreign adver- 
tising—to say nothing of their circula- 
tions. 

We have witnessed efforts made by 
publishers to form a combination agent 
and reporter—a being who will canvass 
for ads and cover the news as well. 
This has never succeeded, for the man 
seems to get the ridiculous idea into his 
head that news takes precedence of 
advertising. The depraved absurdity 
of this is startlingly apparent to every 
one who knows newspapers, behind 
the scenes. There is more joy in the 
establishment over one fat contract 
brought in than ninety and nine good 
news stories, while the reporters, cor- 
respondents, editors and devils all time 
their requests for increases of salary 


according to the condition of the adver- 
tising columns. 

With such competition as we have 
now, the most important word in the 
bright lexicon of space-agents is hustle, 
and no drone can succeed. A man 
who takes a paper, and is not adapted 
to the business, soon leaves it, for he can 
neither benefit himself nor the paper. 
There is not enough of the contract 
that bespeaks the inexperienced adver- 
tiser to keep him in free lunches. 

Another point I have frequently 
observed. I have repeated!y seen ad- 
vertisers take circulars and advertising 
letters mailed them by newspapers and 
drop them in the waste-basket. They 
rarely, if ever, knew what the epistles 
were about, or what papers they were 
from. Moral: Advertising cannot be 
obtained by soliciting letters; the 
ubiquitous special here has his say—he 
cannot be dropped into the waste- 
basket. 





SPECIAL POSITION. 


Tue Datty Times, 
Sureveport, La., Jan. 22, 1893. f 

Your favor of 18th at hand, containing cor- 
rected order for advertising. If you 
will erase words concerning special position 
‘on main sheet,” and make contract read as- 
follows: ‘* Position first following or along 
side reading matter,’ we will begin work at 
once, SHREVEPORT TIMES, 

The above letter from a publisher 
brings up an interesting point in con- 
nection with ‘‘ position.” The ‘* main 
sheet of a paper is differently defined 
by various persons, and is differently 
understood in various newspaper of- 
fices. The advertiser who makes out 
his contracts calling for position on 
the ‘* main sheet,” usually understands 
it to mean that portion of the paper 
containing the home news. Others 
would define it as the sheet containing 
the editorials, while still others would 
interpret it to mean the outside, or 
title-page sheet. Inquiry at the office 
of the New York Sun develops the 
fact that they have no ‘‘ main sheet,” 
the paper being all pasted together, 
and an advertisement ordered in that 
position takes run of paper. It would, 
however, have a special meaning in the 
case of the Sunday Sw, which is 
issued in two sections—one containing 
the editorial and principal news matter, 
and the other the special articles, book 
reviews, etc. An order for the ‘‘ main 
sheet” would insure position in the 
first of these sections. 

In the case of the New York 7imes, 
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‘*main sheet” in the daily edition 
means pages one to eight. ‘hese 
always include the editorials and prin- 
cipal news articles, while overflow mat- 
ter finds place in a sort of supplement, 
which is usually pretty well crowded 
with advertisements. It is to escape a 
position in this portion of a paper (if 
it has one) that an advertiser orders 
position on ‘‘ main sheet.” Supple- 
ments are not considered worth so 
much for advertising purposes, and 
there are even rumors of supplements 
issued ‘‘ specially for advertisements,” 
their circulation being confined exclu- 
sively to those buying space therein. 
As a rule, publishers do not object to 
granting position on main sheet, when 
it is specially asked, without being 
paid extra for it. Experienced buyers 
of space assert that even position first 
following reading matter will be grant- 
ed by the great majority of publishers 
without extra charge. ‘The advertising 
referred to in the above letter is being 
sent out to more than 1,000 papers, to 
the amount exceeding $50,000, and it 
is said that not more than one-twen- 
tieth of the papers require to be paid 
extra for the special position demand- 
ed. Occasionally letters like the fol- 
lowing are received, but they are not 
usually taken more seriously than those 
in which publishers assert ‘* hereafter 
our card rates remain invariable, and 
we will accept no lower price from any 
one than is named in our advertising 
schedule ” : 
Tue AGricutturaL Eprromist, t 
INDIANAPOLIS, Ind., Jan. 23, 1893. § 


GENTLEMEN — Our advertising patronage 
has become so large, and the demand for 
special positions so great, that we are now 
obliged to notify advertisers and advertising 
agents that we cannot accept apy more future 
orders where special positions are specified, 
without charging 25 per centextra, It is our 
aim to give all advertisers a good position. If 
our make-up is not satisfactory, and a special 
position must be asked for, this additional 
charge must be added. Please make a note 
of this, as it is invariable from this date, 

Respectfully yours, 
E. Cuusp Futver, 


—__-+-> — 





Thespis: Who is that young fellow 
who said he read the play in manuscript and 
didn’t recognize it when it was put on the stage? 

Fayer: ‘lhe author.—LZ/e. 

Proprietor—Smith, either we'll have 
to stop printing an accident insurance coupon 
in the Bazoo,or you'll have to be a little gent- 
ler with the spring poets. 

Editor—Why, what’s the matter ? 

Proprietor—That last fellow you threw 
downstairs carried one of our coupons, and 
he’s just filed his claim for damages,— 
Truth. 
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H. C. Miner’s Fifth Avenue Theatre. 
H. C. Mingr, Sole Proprietorand Manager. 


The Great Italian Tragedienne 
ELEONORA DUSE. 


CAMILLE. 


Dramma in 5 Atti, di A. Dumas (Figlio). 











ANDREWS-DEMAREST SEATING Co, call at- 
tention to the opera chairs in this theatre. 
Office and salesroom, 108 E. 16th St. (2 doors 
East of Union Square), 


The bric-a-brac used onthe Stage of this The- 
atre is from C, WERNICKE, 10 W. 28th St. 





The furniture used in this play is from the 
warerooms of Hyman IsragL & Sons, No. 99 
Bowery. 


The Japanese Screens and Chinese Bric-a- 
3rac used in this theatre are furnished by the 
celebrated NinG Poo Company, 6 East r4th 
Street. 





The Silver Ice Urn in Grand Foyer was 
made by the Meripen Britrania Co., Union 
Square, 





Ladies’ Toilet Room on the First Floor. 


Cloak Room on First Floor, Main Corridor. 





Any inattention or impoliteness on the part 
of the employees should be reported to the 
management. 





Members of this Company wear the cele- 
brated Edwin C. Burt & Co.’s Fine Shoes. 
Retail Stores: 72 W. 23d St., near Sixth 
Ave., and 446 Fulton St., Tediea. 

The smaller matters that go to make 
up an artistic theatrical production 
are of great interest to the public, and 
no enterprising manager appreciates 
this fact more thoroughly than Mr. I. 
Clay Miner. When that gentleman 
turns his good taste loose he possesses 
no mean-spirited desire to hide his 
light under a bushel. Instead of that 
he frankly takes the public into his 
confidence, and in the programme of 
his theatre he makes known to the 
world where he procures the luxury 
with which he surrounds himself and 
his actors. ‘To not every one would it 
occur to purchase beautiful and ex- 
pensive furniture from ‘‘ the ware- 
rooms of Hyman Israel & Sons, 99 
Bowery,” but Mr. Miner freely di- 
vulges this important secret to all the 
patrons of his theatre. He also gen- 
erously gives away that vastly import- 
ant information about ‘‘ the Silver Ice 
Urn in the Grand Foyer,” for which 
his customers can never be sufficiently 
grateful. But the crowning proof of 


Mr. Miner’s open nature comes when 
he divulges that the Italian company at 
his theatre have abandoned their Italian 
footgear, and act in ‘‘ Fine Shoes” from 
Edwin C. Burt & Company. The 
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theatrical manager who thus volun- 
tarily imparts to the entire public the 
secrets of his success, deserves the 
gratitude of every one who loves the 
dramatic art, and likes to see even 
the good taste which prevails in the 
Bowery contributing to the elevation 
of the stage.—Zife. 


5 SRN 
RECOGNITION OF ADVERTISING 
AGENTS. 





{ Gataicabitin 
The American Newspaper Publish- 
ers’ Association meets in New York 
on the 14th of February, in annual con- 
vention. It is always a notable occa- 
sion, because the most successful news- 
paper publishers in the United States— 
outside of New York City (and a few 
of those in New York) attend its meet- 
ings for business purposes. It is the 
only newspaper publishers’ association, 
other than local, which has developed 
sufficient cohesive power to remain in 
active existence for any considerable 
number of years. The facts of its 
existence, its solidity, its active yet 
conservative, attention to newspaper 
advertising, among other topics, have 
had and do have large influence upon 
that business. It has made but few 
public declarations, or suggestions, 
even, upon the questions arising in this 
business, but these few have recogni- 
tion ; not, to be sure, as binding—they 
are not so put forth—but as of weight. 
No one entering the field as a gen- 
eral advertising agent, seeking agent's 
commissions, would think lightly of 
recognition as an agent upon the A. N, 
P. A’s list, It was but a few days ago 
that the writer heard a general adver- 
tiser, one advertising the business of 
the numerous more or less independent 
agencies which it has established in 
many business centers, here and 
abroad—arguing with a publisher to 
secure agent’s commission, and the ad- 
vertiser finally said, as if that statement 
closed the question: ‘‘ Well, we are 
general advertising agents, and can get 
recognition as such from the A. N. P. 
A., and when that is done you will 
allow commission without argument.” 
The speaker was probably wrong as 
to being able to secure the desired rec- 
ognition, but his conclusion was good 
if the premises be granted, viz.; that 
most any publisher, in or out of the A. 
N. P. A., would regard such a recog- 
nition as official and sufficient. 
The A. N.P. A., has thus, by main- 
taining a healthy existence, performed 


217 


perhaps its greatest work. By demon- 
strating to its own members the practical 
possibility of useful associate work 
along business lines, it has stored up 
energy which, in due time can, and 
probably will, by noiseless yet power- 
ful pressure, crowd out many abuses, 
and set in motion many necessary re- 
forms in the advertising business. We 
mention this branch because it is espe- 
cially in our line. Its work in other di- 
rections, thus far, of larger direct use- 
fulness and importance to publishers. 
Many gatherings of newspaper people, 
‘editorial associations” and such (all ex- 
cellent in their way) have attacked, with 
most vigorous phrase, that which has 
seemed to be adverse to their interest 
as newspaper folks, and have passed 
the most deadly of resolutions against 
evil doers, but it has all been legislation 
without penalty and without an ‘* ex- 
ecutive arm.” At last we have in the 
A. N. P. A., an executive arm, which, 
belonging to a body conscious of con- 
tinuous existence, does not find it nec- 
essary to legislate the millenium in 
with a single set of resolutions, and 
can and does consider what it shall do, 
and what is ripe to be done, rather 
than what it shall say. It is the most 
hopeful power now in existence, in this 
business, and, looking at the record of its 
formative period as a whole, and at the 
people who are active in it, there would 
seem to be little need of modifying 
hopes by doubts.—American Adver- 
tiser Reporter, 





ADVERTISING AGENCY ETHICS. 
LittLe Rock ComMERCIAI COLLEGE, } 
M. A. Sroneg, Prest, » 
Littte Rock, Ark., Jan. 24, 1893. § 
The Geo. P. Rowell Advertising Co.: 

GENTLEMEN—Give me your annual rate for 
one-inch display ad in the daily and weekly 
Arkansas Gazette of this city, 

I know of some local men getting better 
rates through agencies than we can get direct 
from the paper. 

Very respectfully, 
M. A, STongE, 


New York, Jan. 27, 1893. 
Mr. M. A, Stone: 

Replying to yours of January 24th: 

We would be glad to quote you prices on 
advertising in papers published outside Little 
Rock, but for advertising in the papers pub- 
lished there we recommend your treating 
with the publishers direct. 

Very respectfully, 
Tue Geo, P. Roweir ApvertisinG Co., 
Per F, J. KENNEDY. 
Publishers pay agents a commission 
for securing new business, not for in- 
tercepting that they are sure to receive, 
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Readers are invited to send in news items for 
use in this column. 


It is capecnne that the Woodman 
Drug Co,, Washington street, Boston, will do 
some advertising before long. 


R. W. Tansill, Jr., who attends to 
the advertising of R. W. ‘Tansill & Co.,, the 
manufacturers of Tansill’s Punch Cigars, will 
not do much advertising in newspapers, a 
little local work being about the extent of the 
paper business. The firm is issuing a monthly 
papercalled Zansi/l’s Punch, in lieu of other 
advertising. 


J. Walter Thompson’s agency has 
the advertising of Dr. Warner’s Corsets. 
Religious papers, magazines and other me- 
diums are used, and they tell meat the Broad- 
way store that the list for the year is now 
being made up. 

Kemp’s Balsam and Lane’s Famil 
Medicine, manufactured by O. F. Woodward, 
Le Roy, N. Y., will be advertised this year in 
dailies and weeklies throughout the country. 
The business will be placed direct. W, E. 
Humelbaugh is the advertising manager. 


I. S. Johnson & Co., of Boston, are 
renewing ads, making new contracts and 
changing the styles of their announcements. 


The Swift Specific Co. is increasing 
its advertising, placing special advertisements 
in connection with the regular line, and going 
into new mediums. 


Herbert Booth King tells me he is 
placing Century Corset advertising in the 
dailies, West and South. 


The John L. Thomson Mfg. Co., 
Waltham, Mass., is going into co-operative 
lists. Wm, N. Merriam attends to the adver- 
tising of the firm. 


The M. I. S. T. Co. (Murray's In- 
fallible System Tonic) is advertising in New 
York State. The business is done from the 
home office, ' eons and Warren streets, 
Syracuse, N. Y. 


The Proctor and Gamble Co., of 
Cincinnati, will do some liberal advertising of 
Ivory Soap. H. W. Brown is the manager of 
the advertising department. 


The latest news regarding Dr. A. 
Fontaine (C. S, Conant) is that he is in Ta- 
coma. He has no place of business in that 
city, as Dr. Fontaine, but receives all his 
mail in a post-office box. 


A new bicycle firm in Detroit, the 
Harriott Bicycle Co., will do some advertising 
this year, Mr. Harriott has charge of this 
branch of the business. 

The J. H. Williams Advertising 
Agency is the name of a new concern started 
at Los Angeles, Cal. 

John S. Chandler, recently business 
manager of the Nashua Gazette, has accepted 
a position with C. I. Hood & Co., Lowell, at 
the head of the “‘ testimonial bureau ” in the 
advertising department. 

Remington Bros. are putting out a 
line of advertising forthe Walker & Stratman 
Soap Co., of Allegheny, Pa, 
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The Advertising World. 


F. E. Morrison, of 500 Temple 
Court, New York, says that the Bedford Min- 
eral Springs Co., has just made a large con- 
tract with J. P. Reed, general manager of 
Arthur's Home Magazine,of Philadelphia, 
to place advertising. A considerable portion 
of this business, he tells me, will be placed 
from the New York office, that is, distributed 
among the advertising agencies. 


Ex-Mayor Hugh J. Grant has reall 
gone into the advertising business, with W. 
K. Kenny, having started the Railway Ad- 
vertising Co., 261 Broadway, of which Mr. 
Grant is president. Mr. Kenny tells me that 
this firm has secured exclusive control of the 
advertising privileges of the Metropolitan 
Traction Co., which includes the Broadway, 
Sixth and Ninth avenues, and several cross- 
town street car lines, 


J. Walter Thompson is placing the 
Buffalo Lithia Water advertising. 


L. W. Lincoln & Co., Chicago, are 
advertising musical goods in the Western 
farm papers. 


Australian Electro Pills are being 
advertised by Dr. E. J. Worst, of Ashland, O. 


The incubator manufacturers are in- 
creasing in number, and as competition in- 
creases their advertisements followsuit. Louis 
Kuhner, Decatur, IIl., and the Reliable Incu- 
bator Co., Quincy, IIll., are using the rural 
papers for this line of goods. 


G. A. SYKES. 


44> 


IT SURPRISED HIM. 
Eastern Office 
Kansas City JourNAL, 
W. Warp Damon, Manager. 
Largest circulation of any morn- 
ing paper between Chicago f 
and San Francisco. 
New York, Jan. 28, 1893. 
Editor of Printers’ INK: 

In your issue of Jan. 25 I ran an ad, stating 
that I would give samples of the multi-col- 
ored print of the Kansas City Journad to all 
those requesting them. Since the appearance 
of this advertising requests have come in such 
bulk that I have been unable to comply with 
them, my supply of papers having been ex- 
hausted within three days after the appear- 
ance of the ad. 

Could the advertiser in every daily paper 
receive the same results which I did from 
this page ad in Prinrers’ Ink, these papers 
would have just reason to be proud of their 
circulation. W. Warp Damon, 








NOT A POPULAR SUBJECT. 
From the Albany Press, 

A review called the Enemy of Woman is 
to be started in Vienna, Herr Grose, the edi- 
tor, believing it to be his mission to redeem 
man from the thraldom of the tyrannical sex. 
The review will be carefully studied by the 
proof-reader. 

TO FORM A “Vv,” 
From the New Orleans Picayune. 

A Georgia editor wants his subscribers to 
settle up early and avoid the rush. It looks 
as if some part of a football match is to be 


tried on delinquent subscribers, 
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NATURALLY ANXIOUS. 
New York, Jan. 30, 1892. 
Editor of Printers’ Ink: 

I have a proprietary article—the best in the 
world! Some time ago I determined to test 
the virtues of newspaper advertising and 
make known to the peo; Dae great virtues of 
the goods I had tosell. I have often heard 
that advertising would sell anything ONCE, 
whether it has merit or not. I decided to 
make a trial of advertising in a prosperous 
community and selected Kansas City, 

This was a year ago. My first advertise- 
ment appeared Feb, 1, 1892, in a weekly paper 
called Progress. It occupied 2% inches of 
space, and I agreed to pay $12 for its inser- 
tion for one year, Not hearing from Progress, 
I next month contracted with the daily 7zmes, 
securing 15 lines of space at a cost of $150 a 
sn Not hearing from this, two months 
later I bargained for additional space in the 
daily 7imes, and a one-inch announcement in 
its Sandee? and weekly editions at a further 
cost of $750. In the meantime, I had been 
induced to placea 2%-inch advertisement in a 
daily paper called Die Reform, this contract 
being at what seemed a very moderate rate, 
viz.: $15 for a year’s insertion. 

In June I increased my advertising in Kan- 
sas City by a contract with a semi-monthly 
called the Grocer, in which I secured the in- 
sertion of a 2%-inch advertisement, one year, 
for $40. Still, I was not in receipt of orders 
for my goods, uly, I contracted with the 
Star, published daily and weekly, and for 
$1050 secured atwo-inch space fora year in 
every issue, and, with a view of being thor- 
ough, I also inserted a six-inch advertisement 
in the Real Estate Journal at a cost of $24 
for a year; and, to give me a cinch on Kansas 
City trade, I, in August, agreed to pay $20 for 
Fe, inches in the monthly Progresszve Age. 
Still, there was no demands from Kansas 
City for my goods, 

Finally, eight months after the beginning, I 
bought, at an expense of $1050, a 24-inch 
space in po al on It was to -.ppear e o d, 
Sunday and weekly. I then determined to 
await results, They were not very imme- 
diate, but came after a while, as I will pro- 
ceed to tell you. Early in the current Far I 
was electrified by receiving an order for my 
goods from the leading drug house in Kansas 
City. The order was one that could be filled 
(literally and exactly) by sending what I had 
recently determined to furnish as a_ free 
sample. So it was filled in that way ; and the 
customer was written to on the subject, and 
the suggestion was modestly made that he 
should order a supply of our goods, so as to 
have a fewon hand to fill orders with, 

Very promptly I received a courteous reply. 
Here it is: 

Mever Brotuers Druc Company, t 
Kansas Ciry, Mo., Jan. 24, 1893. 








Mr. 

Dear Sir—We have yours of 21st, and 
thank you for your prompt attention to our 
order. As yet we have not sufficient demand 
to put in a stock, but, as soon as established, 
we shall do so. Will file your letter and price- 
list for future reference. Again thanking you 
and trusting that the time will soon come 
when we will have a sufficient demand to 
warrant us in ordering the goods from you, 

Myer Bros. Drvuc Co., 
By Wo. T. Forp. 

My goods must be sold through druggists, 

if at all. The supply that I desired the 


wholesale house to purchase, for the purpose 
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of having a stock on hand, called for an order 
amounting to the net sum of one dollar and 
thirty-five cents. 

I find that I have become responsible for 
advertising in Kansas City to the amount of 
$3,111; that the advertising has been half- 
done; that I am not yet in receipt of any 
orders from Kansas City. What I would like 
to knowis: Do other advertisers have expe- 
riences of this sort? Do you think I ought to 
be discouraged? I am, 

An Anxious INQUIRER, 
OTHER QUESTIONS NOT YET 
ANSWERED. 





J. WALTER THompson, 
Magazine and Newspaper Advertising, 
39 and 41 Park Row, New York. 

C. E, Raymonp, Manager, 

707 Rookery Bui.p1nc, 

Cuicaco, Jan, 26, 1893. 
Printers’ Ink: 

I note with interest ina recent issue of your 
publication the two letters which you publish 
in regard to ‘* Ten Per Cent Saved,” and cer- 
tain transactions by an advertising agent, 
who forwarded a ten-line advertisement with 
an order for nine lines of space. 

It may all be very well for the advertising 
agent who secures and executes the business 
for as little money as possible ; and it may 
all right for the advertiser, if he gets the 
benefit of the ten per cent saving; but how 
about the publisher, whose revenue is cut 
down ten per cent by the operation? And 
how about the three or four advertising agents 
who bid in competition on business of this 
kind, and whose ideas of business integrity 
would pot allow them to estimate on a less 
space than ten lines? These are questions 
which the dissertation you make on the sub- 
ject does not answer. 

In my opinion (which may be taken for 
what it is worth), the publisher is entitled to 
be paid for the same amount of space as that 
which the advertiser coutracts to pay for, and 
competition, so called, is nothing more nor 
less than confiscation on the part of the ad- 
vertising agent who resorts to the short space 
expedient, Yours very ag 9 

. E. RaymMonp, 


Chicago Manager. 








HE GIVES CREDIT. 
PARAGON SHORTHAND INSTITUTE, 
New Organs, La., Jan. 18, 1893. t 
Editor of Printers’ Ink: 

I have, from the day I received my first 
copy of your valuable little journal, been one 
of its most ardent admirers, and though not a 
day passes without bringing me a number of 
papers and magazines, | find more real plea- 
sure and profit in perusing the contents of 
Printers’ Ink than I obtain from any of the 
others. 

I often speak of your “‘ Little Schoolmas- 
ter,’’ and think I have been instrumental in 
getting you subscribers, I am quite an ad- 
vertiser here and have had the pleasure of 
hearing complimentary references to my ads. 
I have invariably given /. /. credit for any 
virtue that they possessed, in the matter of 
display. Very truly yours, 

A. LicHTEeNTAG, 
4 o— 





Printers’ Ink prints no paid notices for 
anybody at any price.— Fame. 
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BROAD BUT SHALLOW. 


Senc & Company, 
FURNITURE FixturE SPECIALTIES, 


Cuicaco, Jan, 26, 1893. 
Printers’ InK: 


The writer has been a careful reader of 
your valuable journal for some time : past, and 
ashe isa Jittle doubtful about the ‘* drawing 
qualities ” of the enclosed ad, we enclose the 
“same for your approval orcondemnation, We 
do quite a little advertising, but in the furni- 
ture trade journals only. In. such papers this 
ad will appear—if you say it’s all right. 

Will you kindly tell us if you consider this 
ad proper and if you think it will not be too 
shocking. 

Anticipating with thanks your kind com- 
pliance, we are, yours very truly, 

Senc & a ee 
Z. J. Sena. 
Seng & Co., Chicago, Iil.: 

Your favor of the 26th is at hand. 

We have no doubt that your advertisement 
would attract attention. Yet the double en- 
tendre would probably offend more people 
than it would amuse. There is no more ex- 
cuse for wit of the broad kind in an advertise- 
ment than in a drawing-room, Advertise- 
ments reach all classes, 

We should advise you to suppress the an- 
nouncement you enclose us. 

Very respectfully, 
Editor of Printers’ Ink. 





A JUSTICE OF THE PEACE WHO ADVER- 
TISES. 


AmerICAN EXCHANGE NATIONAL Bank, ' 
Cuicaco, Jan. 28, 1893. 
Editor of Prrxtexs’ Ink: 

The enclosed is clipped from an Indiana 
paper. Is it not entitled to a place in your 
collection of advertising curiosities? Yours 
truly, Frep. W. WILE, 


SIMON WILE, 
JUSTICE OF THE PEACE, 
CONVEYANCES MADE 

and acknowledgments taken. Nuptial ties 
made on the latest improved plan on reason- 
able terms at any hour of the day or night, 

N. B.—Extra charge will be made for kiss- 
ing the bride. 





ADVERTISING AMENITIES. 
From Truth, 


AN IMPUDENT THEFT 

of one’s business title and advertising cuts 
is bad enough, but when a would-be com- 
petitor charges his advertising sign ac- 
count to us, and we are sued for the same, 
it is verily the height of brazen effrontery. 
However, such attacks upon business in- 
tegrity bring their own reward, ‘They 
cannot hurt us; on the contrary, our bus- 
iness is constantly increasing. We are 
the only firm in New York city which 
cuts, fits and stitches garments for ultra- 
fashionable women for finishing by the 
home seamstress, ina first-class manner. 

Leading society people all over the coun- 
try are constant patrons of 


The English Tailor Cutting and Fitting Company, 
224 FIFTH AVENUE, 
Prices, $5 and $7. Near Madison ave., up one 
flight. 


AN ALL-AROUND-THE-WORLD TRAV- 
ELER. 


Canaseraca, N. Y., Jan. 30, 1893. 
Editor of Printers’ INK: 


I notice in your issue of the 25th inst. a 
communication regarding your foreign circu- 
lation, A few days ago costed a letter 
from Auckland, New Zealand, in regard to 
one of my advertisements which appeared in 
Printers’ INK some time since. Apparently 
the ** Little Schoolmaster”’ is x all-around - 
the-world traveler. . O. Jones, 








A SUCCESSFUL PUBLISHER WHO BE- 
LIEVES IN ADVERTISING. 
From an Exchange. 

** Lyndon,”’ the splendid country seat of 
Abraham Barker, at Wyncote, near Jenkin- 
town, has been sold to C. H. K, Curtis, of the 
Ladies’ Home Journal, for $50,000. The 
am aged includes a mansion, outbuildings and 

rge tract of ground. This propert 
common with others of Abraham and Whar 
ton Barker in the same vicinity, were adver- 
tised by auctioneers several months ago, but 
by an arrangement with creditors the sale 
was declared off. Mr. Curtis intends to make 
a summer residence of the property. His 
winter residence is in Camien, N. J. 
+e 

IT IS SOMETIMES THAT WAY. 
From the Lynn Item. 

One of the contestants in the struggle be- 
tween the Boston newspapers to see which 
shall have the largest circulation prints a 
picture of a news-stand on which are repre- 
sented half a dozen piles of papers. That 
representing the paper in question is the 
largest, and the claim is made that its sales 
are the heaviest. It looks to us as if all the 
other papers had been nearly sold out, while 
the claimant had a big pile “ left over.” 














Classified Advertisements. 


Advertisements under this head, two lines or 
more, without display, 25 cents a line. 
Must be handed in one week in advance. 


WANTS. 
y 7 ANTED—The addresses of firms furnishing 
Rte | matter for papers. Box 263, Monte- 
sano, 
W ANTED—Canvassers to obtain subscriptions 
and advertisements. Address PRINTERS’ 
INK, 10 Spruce St., New York. 


Wy Anrep to correspond with a limited num- 
ber of writers of short arenes for maga- 
zines. Box 263, Montesano, Wash 


DVERTISING NOVELTIES wentes for the 
nglish market. Address ARTHUR S. JEN- 
NINGS, 759 Old Kent Road, ae oo England 


7 ANTED—The name and P. 


urethra. Address Dr. W. W. BOWES, Specialist, 
Atlanta, Ga. 





W ANTED—Corr d and les of 

-¥ useful advert suitable for distribution 

to — lumber ‘aaa E TUNIS LUMBER CO., 
more, 


T ANTED_New w subsciptions fro om all sections 

of me os we 4 missions to 
Good com re. ‘ALTIMORE. ‘JOURN AL OF 
OMMERCE, F Baltimore, Md. 


j ] ae Orders—We set , furnish paper 
rint ; Toe mg departments, miscellany 

for 2 padaln presses ; lowest prices. 
i con 16 Vandewater st. New York, 











PRINTERS’ 


EWSPAPER WANTED—A graduate of a 

ane © oes in the eee to buy whole 

or part interest in a newspaper in an enterpris- 

town oF city. —— ‘ PROSPECTIVE 
JOURNALIST,” care Printers’ Ink. 


ANT predic ts in PRINTERS’ INK 
under this head, four lines (twenty-five 

be inserted one time for one 
d io space, or continued in- 
sertions, the rate is 25 cents a line each issue. 


A YOUNG MAN, with ten years’ ‘ciatinttn 
experience and good references, desires edi- 
torial position on small daily or large weekly. 
will go to any part of the $27 vine =e pay 
cal printer, Address Box N.Y 


T= advertiser, having a an ae busi- 
ness, desires a partner with a few thousand 
dollars who will ———- of a music publish- 
ing business in New Yo! oy et, is paying 
handsomely now. Address “ ‘ad 3: 
Ink. 
J] ANTED- -Printers and advertising solicitors 
to send 4 cents for —_ copy ot FAMOUS 
PLACES. Illustrated. An excellent sheet for 
Easter time The chea and best sheet to 
ae ae mone on. NINE EENTH CENTURY CO,, 


WE make Fr specialty of printing Eight, Six- 
teen and Thirty-two page pamphlets, with 
or without covers. We defy competion. Send 
idea of neat you want and we will deliver sam- 
= BURY MEDICAL PRINTING CO., 
hone 


a 


J ANTED—A purchaser for one of the best 
ying country weeklies in Central Kan- 
sas team press; good job department. Will 
trade for clear Kansas land in good location. 
For full particulars, address REPUBLICAN, 
Stafford, Kansas. 
( NE OF THE BEST advertisement writers in 
the country wants a position in Chicago or 
city. Now manages the adver- 


ye store doing two mil- 
lion business vik Address “ DRY GOODS 
B.,” care Printers’ Ink. 


F REE proof furnished to th to those interested, and 
who isn’t, in a good, inexpensive DUPLICAT- 
ING APPARATUS! That your individual pen-writ- 
ing, &c., is faithfully copied, difficult to sa 
which is fifth or hundredth copy. E. BESINGE 
& CO., 3 Dey St., New York. 


y ] ANTED-—Situation as advertising manager. 

by young man with five years’ practica: 
news) ges experience and two years’ experience 
as office manager in advertising agency. #1,800 
salary required. Excellent references. 
“A. M.,” care Printers’ Ink. 


prt wanted by young married news- 

per man, versed in all branches of the bus- 
ines, :- business or editorial department of 
provincial daily and weekly or household jour- 
nal, with view of — basing interest. “* PRAC- 
TICAL,” care Prin’ 


7 OUNG MAN (21) wants situation ; been em- 
ployed as ad writer for several years ; un- 
derstands chalk-plate making, engraving and 


some other lar, 
tisements of a 


Address 


casting; has smattering of printing ;_ writes 

shorthand and operates caligraph. T. F., 2215 

Lambert st., Philadelphia, Pa. 

W ANTED—An arrangement by an experienced 
advertiser and journalist ; one of the best 

known and most successful advertisers in this 

country. Highest references given. Responsi- 


be cake Pon only need answer. Address “SUC- 
Printers’ Ink, New York. 

1 7 ANTED—A sober, competent, reliable, all- 

around jobber and pressman, able to read 

pence and oversee entire office of a country 

wspaper. be sober. = ge an pre- 


ey 
ferred. Situation pomeoot for satisfactory 
man. Address “INQUIRER,” Bedford, Pa 
jy ANTED—A NAME for a new furniture gloss 
or polish. The article will brighten up al- 
most any ing, including nickle, brass, silver- 
ware, and will make old furniture look exactly 
like new. It is excellent for enowins pianos ; 
injures nothing. We 1 pay #25.00 in cash to 
= person whose idea is accepted, and we will 
ey good one, as we've got the article and 
wal good Lang attractive and suggestive 
name that “tells the story”; no chestnuts: 


eve communication acknowledged EAST 
MANUFACTURING COMPANY, Buffalo, N. Y. 


INK. 


EWSPAPER MAN, experienced, wide ac- 

seers located in in Chicago’s leading 

[ae ag tegen ngs, is open to_represent news 

interests for select trade or class publications— 

domestic or foreign—or legitimate enterprise in 

Ee Cee. Address “ H.,” care of 
nk, 
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ILLUSTRATORS AND ILLUSTRATIONS. 
Twenty-five cents a line. 





I ANDSOME ILLUSTRATIONS for papers ot 
alogue, 25c. AM. ILLUS. Co., Newark, N. J. 


" [PRADE-MARES, Headings. Book-marks, Her- 
aldry and Letters. R. SNEIDER, 145 Fulton 
St., New York. 

LLUSTRATIONS equal to the highest class used 

in magazine illustrating, drawn to order for 
* Sei general publishing purposes, 
Send for ok on Ideal ee vil 
eC ic 4 4 ud information. ven i 


— 


MISCELLANEOUS. 





Twenty-five cents a line. 


7 AN BIBBER’S 
Printers’ Rollers. 
I EVEY’S INKS are the best. New York. 
4 
I IPANS TABULES 


S cure headache. A standard 
remedy. Order through nearest druggists. 


JAPER DEALERS M. Plummer & Co., 161 

William St., N. Y., sell every kind of paper 

used by printers an publishers at lowest prices, 
Full line qualiy of Printers’ Ink. 


= - 


ADVERTISING NOVELTIES. 





. 
Twenty-five cents a line. 


( ‘LOCKS for advertising purposes, by the hun- 

dred or thousand ; paper-weight c eloe *ks with 
advertisement on dial. Address SET HOMAS 
CLOCK CO., 49 Maiden Lane, New Yc ~ 


re the purpose of ae announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order, More space or con- 
tinued insertions 25 cents a line each issue 


\ AGIC PURSE—The most mysterious and re- 
4 markable advertising production of the 
age. World’s greatest wonder. “ Nox ’em all” 
out of sight. Everybody rattled. Business ele- 
gantly printed thereon in gold. Samples, in fine 
morocco, 2 cts. None free. DOMESTIC M’F’G 
CO., Bridgeport, Conn. 





ADVERTISEMENT CONSTRUCTORS. 





Twenty- five cents a line. 


I FILL blank s ces ; “dry goods merchants, 
grocers, furniehe ers and all local advertisers 
will find my series of jten “ ads” for $7.50 “ just 
oe thing.” In writing state full partic ulars. 
CHAS N ELSON, Box 2087, San Francisco, Cal. 


wre H aA the ‘longest! Which wears the 














best ? gives you the most satisfac- 
tion! A #2 h.. “< shoe? #2 is cheap; #5 is rea- 
sonable. I write ads and charge you a reason 
able price for good work. CECIL H. W HEAT- 
LEY, Box 617, Chicago. 
- 
SUPPLIES. 
Twenty-five cents a line. 
7AN BIBBER’S _ 
Printers’ Rollers. 
L®YE®’S INKS are the best. New York. 
4 
JEERLESS ” CARBON BLACK. 
For fine Inks—unequalled Pittsburg 


6 PAPER is printed with ink manufac- 
én. fared by om D. WILSON PRINTING INK 

F, pence St., New York. 8; ial ices 
to cash buyers. — bri 
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Pil DEALERS—M. Plummer & Co., 161 
illiam St., N. Y., sell every kind of paper 
by printers and publishers at lowest prices. 
Fair line quality of Frinters’ Ink 


BILL POSTING & DISTRIBUTING. 





Twenty-five cents a line. 


Ayu. DISTRIBUTOR, New Jersey, 
: C. R. DRAKE, New Market, N. J. 


AA kinds of adv. matter distributed. #1.50 
M. 8. W. D. AGENCY, Villisca, Iowa. 

\IRCULARS DISTRIBUTED. Write for our 

method. Dr. BIXLER & CO., Greencastle, Pa. 


DV. MATTER posted and distributed in Mich- 
ii . sean and Wisconsin. JUNOD, Menominee, 
ic 


W ESTERN Colorado rado Supply Co., Minturn, 
Colorado, mail circulars, &c., Western 
Colorado, reasonably. 


I OR the purpose of inviting announcements of 

the addresses of local bill posters and distrib- 

utors, two lines (12 words) or less will be inserted 

twice under this heading for one dollar, or 

three months for #6.50, or #26a year. Cash with 

the order. More space 25 cents a line each issue. 
—_— -—_—_—— 


ADVERTISING AGENCIES. 
Twenty-five cents a line. 
OR Estimates and Special Offers in Advertis- 
ing, address STANLEY DAY, New Market, N. J 
F you wish to advertise sarang. 
EO. 


on! where 
any time, write to the 


al K¢ SWELL 
ADVERTISING CO., 10 Spruce St., New York. 


—s — 


FOR SALE, 





Twenty-five cents a line, 





$12! B, Case buys a country newspaper. Ad- 
) dress “ P,” care Printers’ Ink. 


ANDSOME ge STRATIONS for papers. Cat- 
alogue, 25c. . ILLUS. CO., Newark, N. J. 


By AL PAP Ay for sale on easy terms—only 
paper in town. Address, care of “ AD- 
VANCE, ” Avoca, N. Y. 
I ECIPE and full directions for making well- 
known Indian medicine ; — $1. JOHN 
DAVROY CO., Worcester, Mass 


yes SALE—A orgy of the * coo ei —— 

er Directory for 1892. Price a dollars, 
Sent carriage paid. Address GEO. P. ROWELL 
& CO., Publishers, 10 Spruce St., New York. 


Fe SALE—Daily and weekly independent 

paper in thriving roe city of 45,09 peo- 
Annual business, $20,000. 

Increased, Good reasons for selling, 
RARE,” Printers’ Ink. 


FoR SALE OR LEASE—Newspaper and job 
office, old-established concern, but entire 
Vie yin plant, on line of N. Y ay 


‘oad ; e Address N. 
OREENE: Fort Plain, N. Y. 


Ts. BROOMS COUNTY HERALD, Chenango 

Forks, N. Y., or sale. Business prosper- 
ous. Ex LB“ 4 Advertising receipts, 1892, 
exceeded $2,009. References : Binghamton’s busi- 
ness men. Must have the cash. Address HER- 
ALD, Chenango Forks, N. Y. 


| prod SALE—The “Lestershire News” is over 
crowded with job work. Cannot take care 
of it. Must sell half interest to practical printer 
with some means. Large circulation. Good ad- 
vertising clientage. Lestershire is a booming 
village Address DON A. GILBERT, Bain- 
bridge, N. Y. 


| pea SALE—A No. 108 Bullock perfected news- 
paper press, only used six months, in com- 
plete order. Also 8 brass-top tables, 8 patent 
steel chases, with furniture; one extension 
moulding table, melting pot and furnace, i 
steam table, casting x, trimming block, 
saws, shaving machine, 2 counter shafts, he 
ladle and skimmer ll in first-class condition. 
Address THE TIMES, Minneapolis, 











Can be largely 
Address 











PRINTERS’ INK. 


Dispatch 3” 2 
ya Count, yh - pees C. bell 
‘ounty ; power and Cam 
senmee vib situa’ A at county seat, and end 
Danae a la — trade ; publisher must 70 
be a sacrifico 
everything clear. Wl M. BARNUM, Belmont, NY. 


Fo SALE—The Belmont (N. NL de 
best pay: 


West, therefore, m sold at 


IN newspaper space for sale on 
$40,000 favorable terms, either for cash 
or credit. I will close out the whole amount to 
one customer or sell in small lots to any desir- 
able applicants. For terms, lists of papers and 
all necessary information, write me what States 
you will advertise and what space is wanted. I 
will answer at once Lg convince you that my 
offer will be a barg: L. CRANS, Special 
Agent, 10 Spruce Ste _- York. Refers, by per- 
mission, to publishers Printers’ Ink. 

aad 





ADDRESSES AND ADDRESSING. 


Twenty-five cents a line. 


200 MARYLAND white public school teach- 
ers’ names and addresses, coverin; La 

entire State, exclusive of Baltimore City. 

piled and for sale by LITTLETON E. PRICE, 
x 222, Damascus, Maryland. 


5 OO PERSONS can secure 500 names of en- 
’ terprising Western teachers free, by 
dropping a postal to Prof. HULL, Shelton, Neb., 
for sample eof New Capote Directory ot 
Western teachers for 1893—55,000. 


JERSONS who have ve facilities for fence eed ad- 
vertisers and - onsumers into contact through 
lists of names an dresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. More space or 

continued insertions 25 cents a line each issue. 
—__ +o 


ADVERTISING MEDIA, 


Twenty-five cents a line. 


Borate TIMES proves over 33,000 circula- 
tion. It will pay you. 


1 50 For 5 lines 26 days ; 6 days, - cts. EN- 
$ «0 U TERPRISE, Brockton, Mass. Circ. 7,000 


7E reach nearly five thousand of the best-to- 

do farmers and fanciers in the world every 

month. Wide-awake men; buyers. POULTRY 
MONTHLY, Albany, N. Y. 


Me oe Central, Southern, and — 
Ohio offer a rich field for advertise 

STATE JOURNAL—Daily, 12,500 ; 
i Weekl — the 








anc iy; 
field. “All iaoding obvantiedd use t 


( ‘LASSIFIED ADVERTISEMENTS in PRINTERS 
INK begin with a two-line letter, but have no 
other display, Under headings of Advertising 
Media, Sup lies, Miscellaneous and For Sale, 
Wants, Bi Posting and Distributing, Ad: 
vertising Novelties, Addresses and Addressing, 
Illustrators and Titistrations a1 and Advertisement 
Constructors, 4 lines (25 words or less) will be in- 
once or two lines (12 words or less) twice 
for one “dollar if the cash accompanies the order. 
Additional space or insertions charged 2% cents 
a line each issue. 


T? the Editor Po American Newspaper 

Directory : The issues of PRINTERS’ 
INK, weekly, for Ay ah, 1892, have been as fol- 
lows : January 6, 50, 500 ; 13, 80,500 ; 20, 60.500 ; 27, 
50,500, eorehy, 3, 50,500 ; 10, 50. 


a March 2. 
250 ; 30, 


55,25 





50. 

2 684, "150 divided iy be (issues) 
equals 51,618, average ‘issue. This isa correct re 

port of the issues of PRINTERS’ INx for the entire 

— of 1892. and is made to be pineed - od at in 

he office a the American a ry, 

e ieee: “3 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued every Wednesday. Subscription Price: 
Two Dollars a year, Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 





JOHN IRVING ROMER, EDITOR 








NEW YORK, FEBRUARY 8, 1893. 





RECOGNITION asan advertising agent 
by the American Newspaper Publish- 
ers’ Association is said to have become 
a matter of considerable importance to 
new aspirants for power to represent 
the press. It is asserted that the asso- 
ciation is careful not to recognize un- 
worthy persons. It is equally careful 
not to let it be known who its recog- 
nized agents are. It is popularly sup- 
posed, however, that Ayer, 
Hood and the Royal Baking Powder 
Company stand high on the list. 


Bates, 


THE total number of communicants 
in the Episcopal Church, as shown by 
the last census, is 532,054, and the ag- 
gregate value of Church property is 
estimated to be $81,066,317. And yet 
there are but two weekly Episcopal 
papers which in the American News- 
paper Directory are credited with a 
circulation of more than 12,500—one 
in Chicago, The Living Church, and 
the other, 7e Churchman, in New 
York. Nearly one-fourth of all the 
communicants are in New York State. 





A SOMEWHAT novel departure in 
journalism is the ‘* Midwinter Num- 
ber” of the Christian Union. ‘The 
feature of this issue is an inset on cal- 
endered paper containing an article on 
‘“ Winter Life in New England,” by 
the literary artist, Clifton Johnson, 
attractively illustrated from photo- 
graphs by theauthor. Among persons 
competent to judge, the fact that a 
publication is printed on expensive 
paper is usually regarded as an indica- 
tion that its circulation is small. Yet 
there are certain illustrative features 
which require a good quality of paper, 
and this need the special inset seems 
to meet. It has been in use among the 
magazines for some time and this in- 
novation in Lyman Abbott’s paper 
demonstrates its practicability in the 
case of other journals of large circula- 
tion but of very different character, 


PRINTERS’ INK, 


NEWSPAPERS will soon be forced to 
combine, says the Elkhart (Ind.) e- 
view, against the demand of advertis- 
ing agents for ‘* top of column, next to 
reading matter, first advertisement 
following reading matter,” because the 
columns of the average paper are not 
numerous enough to satisfy the de- 
mand. 

The Review is wrong. Every pub- 
lisher has the remedy in his own 
hands. ‘Those who find a difficulty in 
dealing with those specifications will 
do well to note the line that heads the 
advertising columns of PRINTERS’ INK, 
It reads: ‘‘ Specified positions 25 per 
cent extra, if granted.” Surely choice 
positions are worth an advanced price. 
‘The one man most difficult to convince 
of this fact is the business manager of 
the paper, and that goes to show that 
in his opinion the rate of charge for 
‘‘run of paper” in his office is too 
high. Lower your rate-card till you 
are sure it is low enough, then get 
what you ask or go without the order. 
Any publisher can do this without 
combination. | No combination that 
can be made will supply back-bone to 
a publisher who doesn’t believe his space 
is worth the price fixed for it on his 
rate-card. 





THE record of an interesting exper- 
iment was presented in Mr. Dumars’ 
article in the last issue of PRINTERS’ 
INK on the Scott’s Emulsion advertis- 
ing. This article (written, as we un- 
derstand, at the special request of 
Mr. Scott himself,) sets forth the fact 
that Messrs. Scott & Bowne, who are 
among the largest users of newspaper 
space in this country originally em- 
ployed the *‘ bold display ” style of ad- 
vertising, but were recently induced to 
adopt the so-called Powers style. After 
a thorough test of Mr. Powers’ ‘‘ com- 
monplace ” announcements, it was con- 
sidered advisable to return to display 
methods, which was done at the expi- 
ration of his contract. ‘To advertisers 
who have been carefully studying over 
the merits of these different styles of 
advertising, this experience of a con- 
spicuously successful business man is 
most instructive. ‘There seems to be 
some ground for Mr. Dumars’ criti- 
cism that the Powers advertisements 
lack individuality, and the general pub- 
lic fails to distinguish between his an- 
nouncements written for Scott’s Emul- 
sion and those intended to advertise 
Macbeth’s lamp chimneys, Pittsburg 
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lamps, or Murphy’s varnish. The 
desirability of the ‘‘ commonplace” 
style decreases as the number using it 
increases. Mr. M. M. Gillam, writer 
of the present Wanamaker advertise- 
ments, and who is, in the opinion of 
PRINTERS’ INK, a much abler expon- 
ent of the style usually associated with 
the name of Powers, said in these col- 
ums some time ago: ‘** The old style 
pica craze can go too far. Contrast is 
what tells strongest. Just imagine ad- 
vertising pages monotonous with old 
style pica! Why, the alkali plains 
would be flower gardens in the same 
comparison !” 





On page 188 of last week’s PRINT- 
ERS’ INK a Philadelphia pessimist 
prophesies ruin and disaster to the 
great New York magazines on account 
of extraordinary bulkiness of their ad- 
vertising pages. One of them, he 
says, carried 176 pages in the Decem- 
ber issue, while high water had previ- 
ously never gone beyond the 92-page 
mark, 

PRINTERS’ INK cannot coincide with 
the view expressed. The advertise- 
ments are so massed that they can be 
skipped by those who do not care for 
them. The advertiser, not the buyer, 
pays for the extra paper and postage. 
To many the advertising pages have an 
attraction of their own. ‘The propri- 
etors of the magazines are more care- 
ful than any other class of periodicals 
about the character of the announce- 
ments admitted, and in their pages 
everyone interested in advertising (and 
who is not?) sees the best-written, 
most ingeniously constructed and effec- 
tively uisplayed advertisements that 
may anywhere be found. They may 
be growing too bulky. That proves 
that the rate charged is too low. The 
cheapest advertising, the best for the 
money to-day, is in these magazine 
pages. That issue containing 176 of 
them brought 40,000 good dollars into 
the coffers of the publisher. Pretty 
soon he will double his price, and the 
space occupied will be smaller—but 
not permanently smaller, because ad- 
vertising space in the best magazines is 
well worth double the price at which it 
is at present sold. 


Brains is the name of a paper issued 
in New York City which undertakes to 
reproduce every week what it considers 
‘*the best advertisements of the most 
successful advertisers in the world.” 
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Mr. FowWLER’s new book on adver- 
tising, ‘‘ Building Business,” contains 
yearly 500 pages. Probably no one 
will read it all through, but every one 
who turns its pages will find something 
to interest or instruct. It is worth 
having. The price is $3.75. N.C. 
Fowler, Jr., 53 Summer street, Boston, 





SPRUCE STREET has become a 
mighty busy place since the New York 
Recorder moved into its new office 
opposite PRINTERS’ INK. It is inter- 
esting to watch the advertisers, who 
seem to positively crowd the doors at 
certain hours. On occasions it ‘seems 
to be necessary to call a policeman to 
keep the good-natured crowd in line. 





The following announcement, taken 
from the Skagit County (Wask.) 
Zimes, is evidently that of a business 
man who awoke too late to the value 
of printers’ ink : 

I am going to close out my entire stock of 
dry goods, clothing, hats, boots, shoes and 
notions. Also blankets, comforts, lamps and 
glassware, Hundreds of useful things that 
everybody needs. 

I don’t want ’em. Come and get ’em, 
They will be sold at a price that will lift ’em 
from my shop, "em. I don’t want em 
and wont have ’em. Have been keeping store 
for forty-five years and it’s long enough. 
“ Nothing in it.’’ Goin’ to raising hogs. 

Mortimer Cook, 











STAVING OFF BUSINESS. 
OFFICE OF —, 
New York, Jan 24, 1893. 

Publisher of 

Your letter of the 23d inst., in relation to 
the advertising of ———-, returned herewith, 
does not convey to us the desired information. 
What we want is the insertion of the adver- 
tisement, a proof of which you have, every 
other day and weekly, as per our printed 
offer, and we desire now to learn from you 
what you will do the work for. 

Yours respectfully, 








THE PUBLISHER'S REPLY, 

Dear Sirs—Under present circumstances 
we have no desire to enter into a contract. 
Our regular manager has been ill for some 
time and remains so. Resp’y, 

Acting Mgr. 

Every advertiser who sends out or- 
ders to publishers has experienced the 
difficulty of getting the business actually 
started ina proportion of the papers. 
There are cases, like the above, where 
it seems impossible to arrive at an ar- 
rangement. Yet this correspondence 
was with the only morning paper ina 
town of over 12,000 population, 











Displayed Advertisements 


50 cents a line ; $100 a page; 25 per cent 
extra Jor spe cified position—if granted. 
Must be handed in one week in advance. 


M 








EDICAL BRIEF (St. Louis). Largest circula- 
tion of any medical journal in the world. 


Family Magazine. 25c. a line. 


S U C C ES § AMERICAN PREss Co., Baltimore. 


| een LIFE, of Rochester, N. Y., 16 pages, 64 
columns, monthly. Guaranteed cire’n, 25,500, 

















~ UPERIOR Mec hanical Engraving, Photo Elec- 
\O_trotype Eng. Co.,7 New ¢ ‘hambers St., N. Y. 


DVERTISERS’ GUIDE. Mailed on receipt of 
stamp. STANLEY DAY, New Market, N. J 


STAMES § GOR SOREER MON Bn Pa 


GRATTLS TELEGRAPH—The onl gt aed 
Democratic daily in Oregon, Idaho & Was! 
YREMIUMS FOR NEWSPAPERS. 
EMPIRE CO., 146 Worth St., New York. 
Gazette Advertising Record- Fer weekly 
Testimonials. GAZETTE, Bedford. Pa. 
E INDEPENDENT. Own your own news- 
pepe. Send for estimates to PICTORIAL 
WEE ES CO., 28 West 23d St., New York City. 
DIRECTORY PUBLISHERS, ore ines 
ond price list of your directories to 
J} -L Box 1407, Bradford, Nekeanc 0.5 Pa. 


SS 2. 1 INCH, 3.50. 1 
Jage, $156. 23; copies 
WOMA Ss WORK, "haa, Ga. 


ADVERTISERS © re ah PAYS. Readers 


mays. THE 
GREAT WEST. Aberdexn, Sout 


n 


























4 ot! 


PROVE! 





h Dakota. 
66 INCREASERS.” Every live lo- 
cal advertiser ame’ ma . op 
“TRADE: attractive ; effecti eto 
P PU B UBLI Always pays 
Advertisers. 
re) Pl N ] Oo N Washington. 
New York. 





CHAS. w. Ho ARPE R. ‘Golumbus, 0. 
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it eee & ATKINS 

ington, D.C. 20 

xperience. 

rite: tor information 

GER MANIA Magazine pA a bey d of the 
German d litt. For 

sample copies, rates of adve' isl ising, ‘ete., 288 


GERMANIA, Manchester, N 











PATENT OR NO PAY. Book free 
Washington, D. C. 


Prompt, reliable work. 
CATALOGS! | CATALOGS !! CATALOGS!!! 


THE BEST PAPER IN NEW pn 
8. 0. FITZGERALD 
a We print and illustrate cata- 





logs, with original desi; n in em covers 
Send for estimate, GRIKFITH, AXTELL 
& CADY CO. Holyoke, _Mass, 





Is read b by intelligent people 
who pay their bills. Are oe 
the people you want to 

when you advertise t 
Washington, D.C. 


Kate Field’s 
Washington 


D ADDRESSINC 
‘oe wh nla RoE fss Envelopes and 
Wrappers addressed in a hurry by machinery. 





oe ranteed absolutely correct. For par- 
ticulars address F. D. BELKNAP, Prest., 314, 316 
Broadway, New York City. 

are paid regularly. Spend 


TEACHERS Bp freely. Are best mail 
customers. agents. We reach them 
Normal in ns iree tor.—*p monthly. 


oven.) 
_ Trial adv. 10¢. a line. . DANSVILI ILL k, } N.Y. 


N’?T 
Order any kind of cuts for printing until you 
have heard from us. It will pay you to write us. 


CHICAGO PHOTO ENG. CO. 


TAXES — TAXES — TAXES — TAXES— TAXES 
x TAX THE RAILROADS, Xx 
x thereby indirectly taxing the people to X 
raise revenue for support of the Govern- X 
X ment. Pamphlet, l0c. H. C. FRIN A 


TAXES — TAXES— TAXES — TAXES — TAXES 








Editor's Office of The Sun, 


New York, A: aa oe md SSF 


har a bell, paper gor 


of 
reading , 


flue Teal 























THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, = - = = (5,500. 
Advertisers find IT PAYS! 


WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO., 
RIVERSIDE, N. J. 
























CLEGG SES ESSESESSEESCESCS)Y » 


THE HOME CIRCLE, ‘ 


ST. LOUIS, MO. 
75,000 Copies Each Month. 7 
) An exceedingly desirable medium for 
GENERAL ADVERTISERS. 4 
) THe Home CIiRcLeE Pvs. Co., St. Louis, Mo. ( 










Sallis 











SAN FRANCISCO CALL. 


Established 1853, 
Daily, 69,691—Sunday, 64,475. 


The Leading —y of the Pacific Coast 
in Circulation, racter and Influence. 











\ting BLISHERS 
wea 
BICYCLES 
For themselves, employees or 
for use as premiums ca pro- 
cure same from us on favorable terms, and 
ot cash and the balance in advertising. 
ndle all a new and second-hand. and sell 
eryw ere. Catalogu e and terms free 
ROUSE, HAZARD & CO., 2 x Street, Peoria, Il. 


7 eee 2 . 
Send for Estimate. 


RELIABLE DEALING CAREFUL SERVICE. ty, 
ey” LOW ESTIMATES. 23 


PNEUMATIC TUBES 


FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 


METEOR DESPATCH CO., 
28 KE. 14th St., New York. 
89 State St., Boston. 
The Times, Troy, N. Y., uses our system. 


ESTIMATES FOR 1898. 

The advertiser who se- 
lects his mediums with 
deliberation, weighing 
all the important fac- 
tors, will reason that a 
guaranteed circulation 





























ople in every be 
Village in the 


laces at the 
paying me- 


- dium: 
I Bo ad 1 
The American 1 Rear ournal, 
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— | Height, 10% in. 4in Dial. 


of 43,000 among the best | 4 








toeeee 


™ SPOKANE 
SPOKESMAN 


= 75 per cent more paid subscribers 
than any other daily paper published 
within 300 miles of Spokane, W ash. 














tooeed 


ae nan vce ACENT 
dev Advert Manager can receive 
the ‘ADV ‘Crisis IDE for 1893 by send- 
ng name address, quoting the full tatle 
of the EN, he represents, inclosing 
card with commission allowed 


ra 
cies. STANLEY DAY, New Market, #4 





PERMANENT ADVERTIONING. 
Mantel Clock 4 Day “ 





Any desired adver- 
tising matter in bas-relief. 

More space for lettering or trade-marks, if de- 
sired. For illustrated price list of adv clocks, 
address BAIRD CLOCK CO., Plattsbu N. 
London (ffice : 107 Queen Victoria St., E. 





| eauieininieememene 
4 Types, 

4 Borders, 

% Facilities, 
Workmanship, 


and experience enables the 
PRINTERS’ INK PRESS to 
turn out artistically dis- 
played advertisements for 
those in quest of such 
work, 


, 
nee a 
2 To display an ad properly is 








YAM 


bi 





an art—we have the art and ar- 
| tists. ie 
= PRINTERS’ INK PRESS, 


10 Spruce Street, Annex, 
NEW YORK. 
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WEALTH, 


AA EING 
CULTURE, eure 
POSITION, | O°" 
are possessed by the readers of * [ () B 


St. Louis Truth. Advertisers | I] GRICULTURAL 
DVERTISING®& PAYS 














who wish to reach what are 
so AS POC nL -_—. 
understood as the ‘‘best Nebraska Farmer....... Lincoln, Neb. 
Iowa Home be oines, Iowa. 
Field and Farm......... Denver, Colo. 


Farmers’ Home......... Dayton. Ohio. 
Stock Grower & Far., Las Vegas, N. M. 
Rky. Mt. Husbandman, W § 8., Mont, 
Hoard’s Dairyman, Ft. Atkinson, Wis. 
SEMI-MONTHLIE! 


people,” will find the Truth 
specially adapted for their pur- 


Dakota Farmer........... Haren, 6. D. 
pose. For sample of the paper Consn Pecmse.”... Wasa, tie 


d H Hi Field @ Forum, G thri O. T. 
and estimates, address sage a ge age= Reagan 
: STAR OF *® THE EAST 

National Stockman and Farmer, 
ittsburgh, Pa. 


TRUTH PUB. CO., Write for estimate on your ad. to 


1009 Locust Street, | EX3!S4!Twe oonens. CHICAGO. TLL 


$t. Leute, ie.) i, 500m Sommers, 


UTH ‘4M BOOMIN” 


Bountiful Cotton—the greatest crop this year ever 
known, over 9,000,000 bales—hestows a prosperity 
throughout the South which shrewd advertisers can 
turn to immense profit by taking advantage of our 

SPECIAL SOUTHERN SERVICE 
in permanent out-door display advertising. 
rt workmen now in the field commanding all 
points of advantage in the Southern States. 


THE R. J. GUNNING CO., 
Display Advertisers, 
Write for estimates. Gunning Building, Chicago. 


Star of the East Pay Best. 





The Leaders of the Great West and 











NINN NII ANA NANA Lh ADASADA DASA DASA SA SAIS A 
ZRERNENERE RE RENEE ORDER RENEE RE RENEE ERE RENE RER ERS, 
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3 AN ORIGINAL SERIES OF 8 
2% - FAST WEB PERFECTING PRESSES - 2 
& is now being placed upon the market by the CAMPBELL PRINTING x2 
xg PRESS & MANUFACTURING ©0., 160 William St., New York. a 
% ———————— 

The 4 and 8-Paged Press is Now Ready. Ee 
v e 
be AN ENTIRELY NEW MODEL, containing tho Sa 
8 ‘ood features of other machines, and, in addition, ro 
4S NOVEL POINTS, by which an edition can be started i 
$2 quicker than has heretofore been possible. FS 
& Not the Cheapest to Buy, but the Cheapest to Run. x 
S STRONG, DURABLE, LEAST LIABLE TO CHOKE, and eS 
x EASY TO HANDLE. i mien Matte cit S| 


ee O13 esa AOA NOS SRDADHOAD MOIS NON NHN SM ONS SISIDS: SISOS 
SRE SLRS LER SEER ENR ERE RE RENEE RENEE RENEE RECESS B 
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ALLEN’s LISTS 


may be selected by an advertiser with the utmost 
confidence that the sum expended for his advertise- 
ment therein will bring returns fully equal, if not 
greater, than any other combination of publications 
equalling in circulation and cost. There is this fact 





é 
é 
¢ é 
é 
é 
@ to be kept in view—the circulation of our lists is 
$ constantly freshened by the addition of thousands of 
@ new subscribers every month, who have paid their @ 
dollar one year in advance. 
Forms close on the 18th of each month. 
E. C. ALLEN & _ 
ae a a Prop’s, ake, a 


He AUGUSTA, ME. 2 

















3 

; - DAILY, § 
3 - SUNDAY, £ 
9 IS THE ¢ 
3 GUARANTEED CIRCULATION §& 
3 ° OF THE © 
J 

) 

‘Kansas City | 
] 

3 © 
) © 
> 2 Journal 
3 The Leading Paper of Kansas City. 
8 It reaches the Homes. § 
¢ Desires Only High Grade Business. 

4 Prints Ads. in Four Colors if desired. 

] —— 

} Chicago Office—167 Dearborn Street, HORACE M. FORD, Mgr. 

P Eastern Office—5! Tribune Bidg., New York, W. WARD DAMON, Mgr. 
300 serrate enone ntimentanrteenatte: eh 
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It is the now-you-see-it-and-now-you-don't feature that ren- 
ders the chase after cash so tantalizingly uncertain. 





The everlasting evasiveness for which the primitive penny 
was peculiar clings to the mighty dollar of to-day, and 
baffles those who are searching for the good things of life. 





The cash dollars which Twelve Hundred Thousand thrifty 
wide-awake families—scattered throughout the Union— 
expend for the necessities and luxuries of home-life, speed- 
ily find their way into the kets of reliable merchants, 
manufacturers, and specialists who advertise in Comfort. 


The largest guaranteed circulation in America. Facts and 
figures under oath. Comfort’s original copyrighted features 
are rapidly carrying its circulation to Two Million Copies 
every issue. A limited amount of space in Special March 
number may be had of responsible agents or of us direct. 


The Gannett & Morse Concern, Publishers, Augusta, Maine. Boston Office, 
228 Devonshire St. New York Office, Tribune Building. 
HENRY BRIGHT, Representative. 


-The Weekly - 


.Journal and - 
‘Agriculturist ° 


Reaches 47,000 Homes. 
e Pays Where Others Fail. e 
Goes into Every State in the Union. 
For nearly one-half a century it has led the agricul- 
® tural papers of the Southwest. It is ably edited, @ 
profusely illustrated, and is read by the best farmers of 
the country. e 
Chicago Office—167 Dearborn Street, - HORACE M. FORD, Mgr. 
Eastern Office—51 Tribune Building, New York, W. WARD DAMON, Mgr. 
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Washington Evening News 








0 0 oO 
A HEALTHY JOURNALISTIC INFANT. 
0 0 0 


Statement of Great Interest to Advertisers. 





With January the 23d we entered upon our sixth week 
of publication with a bona fide circulation of practically 
10,000 copies daily, as the following sworn statement, 
printed in our issue of January 21st, will show: 


WASHINGTON, D. C., Jan. 21st, 1893. 
Sworn statement of circulation of TH—E EVENING News for the week 
ending Friday, January 20, 1893: 


Saturday, January 24, - - - 10,900 





Monday, January 16, - - - 9,265 
Tuesday, January 17, - - 9,315 
Wednesday, January 18, - ° 10,810 
Thursday, January 19, - ° - 9,770 
Friday, January 20, - - - 9,800 

Total, - ° - - = 59,860 
Daily Average, - + - - 9,976 


I, PICKERING vets Superintendent of Circulation of THE EVENING 

News, depose under oath that the above statement of the circulation of 

said EVENING News is true to the best of my knowledge and belief. 
PICKERING DopDGE, Supt. Circulation. 


Sworn and subscribed to before me, a Notar ry Public, this 21st day of 
January, A. D., 1893. Ww. A. EASTERDAY, 
(SEAL.] Notary Public, D. C. 


The figures above represent the copies actually sold, 
and do not include papers sent away in exchange, or 


given away, or left over. 


T Vv rs: Did you ever know in the history of journal 
ism a more striking instarice of complete and 
immediate success? New names are being daily added to our subscription list, 
and at the present rate of increase THE EVENING NEws will have in six months as 
large acirculation as any evening paper south of Philadelphia. 
he growth and popularity of THE Evenineg News since its first issue have 
been spoken of as phenomenal, and it is pardonably proud of the record it has 
made. The foregoing statement is ee oe e ¢ its success. Such a cir- 
culation would be creditable at the end of a In five weeks it is unex- 
ampled. This is a sufficient refutation of the bellet that Washington is a “ news- 
aper graveyard.” It is also convincing evidence that the people of the Capital 
ity know and appreciate a | good thing when they see it. 
Will it not pay you asa i man to the advertising columns of 
THE EVENING NEWS as the best medium of increasing your trade, through which 
you can reach 50,000 readers daily ? Can you afford to have your name omitted 
rom our advertising columns a single day in the week ? 
Advertising rates moderate, but absolute. 


A. E. STORY, 109 World a Eastern Agent. 

















PRINTERS’ INK 

































OUR NEW HOME 


(From the Weekly Journalist.) 


The New 


now comfortably settled in its new 


York RECORDER is 


home. The building is undoubtedly 
the best equipped newspaper office 
in the country. The building is 
eight stories above ground and two 
beneath, and the whole building is 
used by THE ReEcoRDER. Allow 
me to congratulate Brother Turner, 
the Napoleon of American news- 


paper men. 


SN _ x Yi 
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It will do you no harm to read this! 





You may be interested. 








The Evening Standard 





6 NEW BEDFORD, MASS. 6 
—ee— 


: 
: 


faee—_OVER TWO MILLION. 
—©o— 


During the year 1892, 2,887,312 copies of the 
EVENING STANDARD were issued, an AVERAGE DAILY 
CIRCULATION Of 7,804 for the 306 publication days 
in the year. This record surpasses anything known in 
the history of newspapers in Southeastern Massachusetts, 
and the circulation of the STANDARD ¢s constantly grow- 
ing, THE AVERAGE FOR THE LAST MONTH BEING 8,208. 
It is everywhere recognized as the leading paper of 
Southeastern Massachusetts. 





BEAR THIS IN MIND! | 


We tell the absolute truth about our circulation. Also 





DON’T FORGET THIS! 


We allow No Peddling on the streets). We SELL 
our editions to Established Newsdealers, or deliver 
to the homes of regular subscribers, rather than 
CONSIGN to street boys to be returned to the office 
later in the day. 





E. ANTHONY & SONS (Incorp.), 


Publishers. 
Re TD HRT 
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Just your Name and Address 
on a Postal Card will bring you 
an Unique Prospectus, telling 
you how you can learn all about 
Advertising: 


To Write an Ad. 

To Write a Puff 

To Regulate Ad. Rates 
To Determine Circulation 
To Have a Bill-Head 

To Have a Card 


To Have a Circular 


Nath’! C, Fowler, Jr., the eminent doctor of advertising and expert at busi- 
ness, has written a book all about advertising in daily papers, weeklies, maga- 
zines, religious and agricultural papers, in street cars, signs, lithographs, 
novelties, calendars ; about cuts and how to use them ; window dressing ; store 
decoration ; points on selling ; keeping accounts; everything about publicity 
and business outside, written from the merchants’ standpoint—a book worth 
its price to the man who spends $25 for printing, and the more to the extensive 
advertiser and merchant — 177, great advertisers answer the vexed questions of 
advertising, presenting individual and collective opinion of positive value— 
most important chapter written—Introductory articles by Col. A. A. Pope, 
founder of American bicycle industries; Gen. C. H. ‘l'aylor, the great daily 
paper publisher; B. T. Williams, the leading shaving soap maker; C. J. 
Bailey, the famous rubber brush manufacturer; J. R. Pitcher, Gen. Man. 
U. S. Accident Assn.; Artemas Ward, of ‘*Sapolio”; M. M. Gillam, Ad. 
Writer for John Wanamaker; J. F. Place, Rochester Lamp Co.; O. Biardot, 
Treas. Franco-American Food Co.; E,. G. Hubbard, Treas. Larkin Soap Mfg. 
Co. ; Franklin Murphy, Pres. Murphy Varnish Co.; A. O. Kittredge, Editor 
Business ; W.L. Douglas, the pioneer $3.00 shoe man, Forty-eight compre- 
hensive chapters, illustrated with hundreds of plates, presenting every style 
and method of advertisement composition—Only text-book on advertising and 
business publicity in the world—Price, handsomely bound in cloth, $3.75; 
half leather, $4.50; full leather, $5.00; sent prepaid anywhere. 
























































«The Trade Company, 53 Summer St., Boston, Mass. 35% 
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THE GREAT DIVIDE 


DENVER, COLO., 


= VS. - 


The Youths’ Companion 


BOSTON, MASS. 








THE GREAT DIVIDE’S PLEASURE. 


The Youths’ Companion (Boston, Mass.), as you pone all know, is the ** Pooh- 
Bah” of all that is great and good; the educator of all intelligent Americans 
from the “Cradle to the Grave;” the grand censor of all advertisers, because 
they assume the position to say whether through their publication you shall be a 
success or failure on account of your advertisement being accepted or not. In 
case they accept your advertisement, and it should happen to be a success, you 
have no assurance that they will not steal the idea and apply it to boost their 
cause, as they did with ours. 

Imitation is flattery ; but this does not apply to their imitation gemstones. 

The Youths’ Companion for many months accepted regularly THE GREAT 
—e advertisements; suddenly it refused them, stating on account of com- 
petition. 

Lo! behold! On page 35, January 19th, 1893, of The Youths’ Companion, they 
bodily stole THE GREAT Divipe’s gemstone offer. This, surely, is remarkable; 
this sixty-nine-year old Youths’ Companion should be honest with the public, if 
not with itself. The Great Divide warns all that The Youths’ Companion 
offer of gemstones is a SUBSTITUTE—some of these gems glass (not stone at all), 

rl buttons, etc. They also state that only a few are just as they promise. 

HE GREAT Drv1pE, of Denver, Colo., calls upon The Youths’ Companion, of Bos- 
son, Mass., to withdraw this premium. It isa lie, a theft and a fraud. 

THE GREAT DIVIDE offers no lottery schemes, no blind or misleading proposi- 
tions, but plain, clean offers that those who read can understand. 


THE GREAT DIVIDE has accomplished in four years a success not equaled by 
any magazine. It’s entirely different from any other. Human beings, thinking minds, 
cowboys, scouts, miners, scientists and travelers tell their stories in their own way. c 
GREAT DIVIDE is an elegantly printed, magnificently illustrated, extremely curious and 
interesting monthly magazine, each number of which wins us more friends. It’s an orna- 
ment to any library and a necessity in every intelligent family. Sample copy, 10 cents. 


SEND and we will send THE GREAT 16 GENUINE 
DIVIDE for a whole year 
ONE DOLLAR «andgiveyou ree GEMSTONES 
All cut and polished, ready to set into scarf pins, rings, oe. oF to serve as a 


valuable picturesque study in semi-precious mineralogy. Send One Dollar to-day, 
the gems will be sent at once and The Great Divide for a whole year. 


Always address The Great Divide, 1518 Arapahoe Street, Denver, Colorado. 








° ~ Why pay The Youths’ Companion four dollars per line, 
Advertisers : when you can get the same results for fifty cents a line 
by advertising in The Great Divide. 


Send for our Booklet, 


“Wildcat Schemes Exposed.” 
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HE “JOLLIED” THE POST-OFFICE 
PEOP 


A representative of Printers’ Inx having 
been assigned to find out as much as possible 
concerning the paper the Metropolitan and 
Rural Home, reports the following as the 
result of his inquiries : 

“A popular impression is that H H 
ner, of Safe Cure fame, controls the 
and that all other advertising is sul» 


War 
paper, 
rdinate to 


Warner goods, Certainly the Warner prepa 
rations cocupy a very large amount of apace 
in the paper, the January sumber comtant 
heck peg wl of Sate (ure, thts nedy « 
ncupying @ filth page deeplay in anoth : 

f the publicat At jumn acl 
mentot Warne a) Vea : 
pectee feature ‘ Met fan and 
Vara llom 

“it ' : ' 
New Vork, : 

“as 
ww. ‘ 
” " 
wenbeesf 
ofl 

' ' ‘ 
ay le 

i . +] ‘ ' 
"ae ' ' 
. 

rey : 

Te that paid 
tule 

We rvalat 

A‘ ‘ ‘% . the Aural ome 
then h t Men be r, he . ol 
clans prt ewes taker eayv trom it. the | ‘ 
Office Department “ming the paper was a 
emwrecular A gentlema wrestling New 
York city, went ‘ W ashing andl to 
wee hie own langtuag todd the Post (fice 
people at the capital, and got the damned fools 
te let it throug! 

Taleo interviewed several people who have 


connected with H. H. Warner & Co's 
ihesitatingly said that 


been 
interests and they all wu 


it was—firatly, a Warner medicine sheet, and, 
secondly, ar a paper 
New Yor, Dec. 30, 1862. 
I know the reporter who wrote the above 


account, and believe him to be er*tirely trust- 


worthy 
(Signed) 


and veracious, 
Joun Irvine Ro 
Editor of Prin 


MER, 


rexs’ Inx, 


-- -. 
ABROAD NO ONE CAN UNDERSTANDIT, 


Tax TextTiLe PustisHine Company, 
Dry Goops Economist, 
78 aND »© WALKER STREET. 


CHARLES T. Root, President. 
MaX JAEGERHUBER, Treasurer, 
Hewry R. ELLioT, Secretary. 
Editor of Printers’ INK : 
Your favor of the 2ist dul 
® been put on the X list pro ay A 
Ltrust — = little friend has won the battle 
master-General, who very fool- 
iy browent down upon himself every right- 
ing seaeper man in this country 
A recent letter sent to me from a prominent 
thts cae in Germany is full of sarcasm about 


yesstves and the 


case, and abroad no one can understand that 
ial here should have the power to an- 
Pry ournal notoriously useful and origi- 


, and this, too, in this “ great, big land of the 
free” (sic)! Very truly 
Max JAEGERHUBER, 


Formerly of New York Herald, 


PRINTERS’ INK. 








TEN MILLION SAMPLE COPIES. 


In his annual report, on on 
maker deals with the case o 
and says that 


page 70, Mr, Wana- 
Peinters’ Inx, 





One edition, ip which the prepeietes’y ateont 
medicine was was sont grote <—! 
to every lot in the United thates 
than 80,000 co ys being thus distributed 
If this were true it violated ne law, T) 
proprietors of Prwrees’ Inx hada right a 
cording to the law to send out Soom, Bove 
“=e Sample Copies te amy set ' . 
thely t me interested the pee 
becriters of advertionrs Ae a . 
la herwe ver mly " ‘iw 
iw acre wont ty we ; suee ¢ ‘ 
. een i 
1] \“ somak . . 
' . . ' 7. \ arterr 
. Nos j ' 
i ; e+ 
" " 
' . 
‘ + ; 
' * 
‘ e ™ ‘ 
eo ! . te 2 ‘ 
‘ i areal ' 
eeter ate jw 
bh ‘ ‘the 
te 
OFFICIAL FAVORITISM. 
The only pubheation containing advertive 


EVERY Post-Office 


United States, 


ments that gocs t 
in th 


UNITED STATES 
OFFICIAL 


POSTAL GUIDE. 


Geo, F. Lasher, Publisher, Philadelphia, Penn 
I'he Sadler Co., Managers Advertising 
Department. 


BALTIMORE, Jan. 19, 1893. 
Editor of Prixrers’ INK : 

We notice in a recent issue an article in which 
a correspondent refers to the publishing of the 
“* Postal — with a 
. . . . 
ro 4° for the “ Guide” ‘in May was, it is 
ant ‘or the book to be published without ~ 
advertisements, and when the bids were opened 
on the 18th day of June, it was found that all of 
them exceeded the appro as ; therefore, no 
award was made. New bi asked for under 
date of Jul — in which the | following clause 
was inse’ mely : 

“ Fourth. in. addition to the matter pre 
by the Department, the contractor will 
lowed to insert on additional or fly leaves of the 
‘Guide’ such advertionsseuss as he may desire 
of a proper character, subject to the approval of 
and allowance of the Post-Office 1 De ment ” 

From this it will be seen that bids were asked 
for for the publication of ee ‘Guide” with ad- 

rertisem re) ugust 2nd these bids were 
opened, and ‘the SJelhine was awarded to Geo. F. 
— of Philadel 
. 2 - o o 7 
THE SADLER Co F 
J. H. Witson MARRIOTT, Sec’y. 




















IS PUBLIC OFvIE A PRIVATE SNAP? 
There is one point in a the rulings on second- 

class postage on which the P. 

out flat-footed, Tt ie embodied in this regula 

thon; 


Shani = poss the wr ot saa | 


pay Fb and extra numbers mailed 
ach onder of contract must be prepaid 






tua rate 

ht happens that this regulation applice 
eqquarely te a puaget pteted ben P'tetheeete ’ 
the Metal ot gan the Poet (ice Ubeger 
wane ont tt te walled the Uatted Wats On * 
Pretsd Gatde, wate publiohed wood 
weer FOE aired a oe pte @ebee sl bee eee rte ‘> 
te treet Peer 1 Oe te there 


~~ coren @ lar gereewr i 
eeieetes, FC Reet eee 


tering tee dee ot thee tall =) onding 

Dewees 

oh ree wah ake atm 
free oot woh the wf Pechal Tete 








the omty tal ay lk (ithew Te 
partenomt bn 

it appears from thie that" an entre umber 
ol the = ts went regulatly to fen-peying 
** esp beme geben re and that advertising te con 
tracted foe on the baste of thie copegletion, as 
prohibited in the above peetal regulatior 
Among the shrewd edwertiognrs whe have 


availed themeeclves «fd thee guaranteed circula 
tien are found the following 


Rooch Moran's Sone Co., New Vork 
F. Myers & Co., New York; W. H Nedter, 
Rakhimore; Renner Mig. Co., Fiesbers i 
Milo Bh. Stevens & Company, Washi 
ton: W. G. Chaffee, Oewego, N 
Corbin Cabinet Lock Co., New York ; chi: 
cago Scale Co., Chicago, ih. United ‘States 
Mail, New York ; Pearce Artesian Well Co,, 
New Vork; Alling & Lodge, Madison, Ind.; 
J. Holcomb & Co., Cleveland; Cutler Mfg: 
Co., Rochester, N. ¥., the Alford & HKerpele 
Co,, New York ; Geo, P. Bent, Chicago; the 
Vale & Towne Mfg. Co., Stamford, Conn,; 
Ladies’ Home Journal, Philadelphia ; Van- 
hee Blade, Boston; Kelsey & Co., Meriden, 
Conn. : C. T. Belt, Washington. 

This amount of advertising contracted for 
under conditions not allowed to other publish- 
ers should yield a fat revenuc to Mr. Wana- 
maker or his favored deputy. 


> 


NOT LEGITIMATE. 


Office of SHELBY REV 
Jonn C. Tipton, Editor ous Propri ! 
SHELBY, C.Jany se 1893, 


Editor PRINTERS’ INK: 


I want to get PRINTERS’ INK. If you wish to 
exchange it for ade ce to the amount of the 
subscription price.” Pp put me on your mail 
list. Truly, Jno. C. iN. 


New York, January 30, 1893. 
Mr. John C. Tipton, Shelby, N. C.: 
DeaE Smr—Your letter of January 13th is at 


nd. 
a decision of Postmaster-G A Joie Wan 
amaker, a subscriber whose subscription 
for in advertising a be considered a legiti- 
mate subscribér. So long as this decision stands 
we are C4 to decline mall proposals to send 
PrInTERS’ INK in exchange for advertising space 
or — 


If you will get your Congressman to hunt up 
the iw that justifies Mr. Wanamaker’s decision, 
we will present you with a year’s paid-up su 
scription in payment for the serves 

Very —e. 


. P , =r 
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THE HIT OF THE EVENING, 


New York, N. Y., Jan. 27, 1893. 

Dear Mr. Rowell ; 
Ate sot @ are that ot the dl 
b Lact the thes ©): vik 


ener of the 
vaewcial Je) 08 maa 


“ hit of the evening " 








oo rate 
(wr fits -~ — 
um otreet 
WiLl THI CAS® BP CURED? 


Revoees, © 1. dee. @, Oe 
Pwetttehers Peewveme lee 


sie 


hem for 
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Serio something t ay 
have the effect of my ssting PRINTERS 
time. Very truly yours, 
MR Pee. 


‘Lhe above complaint is the fourth or fifth 
that has come to hand from the same sub- 
scriber, Priwrers’ Ink handed it to a re- 
porter, with instructions to call at the New 
York Post-Office and endeavor to learn what 
could be done to remedy the evil. The fol- 
lowing is his report : 

I went over to the Post-Office to see what 
was the cause of the trouble, 

Atthe Bureau of Information window I was 
referred to Room 14, on the second floor, the 
Inquiry Room, I went up and said to an old 

entleman at the window: “I have come to 

nd out why a subscriber to Printers’ Inx 
does not get his paper, although it is put into 
the office regularly?” 

“Ts it 2 weekly?” 

“ Ves. 

“ Goes at second-class rates, I suppose ?’” 

“No, you are wrong ; it goes at third-class 


Well, I don’t know what the 
trouble is. You had better go and see the 
<a eran of Mails, on the next floor 


I went down to the Supintendent of Mails, 
Mr. Maze, and Stated my case to him, Mr, 
Maze said: “I really don’t know why it 
should not go all right. I'll find out,” 

An assistant was summoned, and said that 
he did not know of any papers being delayed 
or lost. Mr, Maze then wrote down the _ 
scriber’s name and address on a slip of pa 
and said he would have the matter atten ed 
to, 
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WHAT RIGHT HAS HE? 


29 E1cutu Street, NorTHEAST, 
Wasuincron, D.C., Jan. 20, 1893. 
Editor of Printers’ Ink: 

1 am a subscriber to Printers’ Ink and 
think it one of the best newspapers in the 
United States, I take it and pay for it for 
the general information that it contains. I 
think it wrong that the Postmaster-General 
can exclude any paper at his pleasure that he 
chooses from the mails. don’t think it 
proper for any man to be frosecutor, judge 
and jury without being amenable to the 
courts, I think that all publishers of news- 
papers in the United States should take 
action. A paper issued for advertisers Gives 
INFORMATION TO THE PUBLIC, and is as much 
use to the public as a paper that gives infor- 
mation about the actions and doings of doc- 
tors, lawyers, actors, lecturers, preachers, 
merchants, individuals, railroads, fairs, excur- 
sions, theatres, church festivals, etc. They 
are all legitimate and give information to 
those concerned. The newspaper publishers 
should write to Congressmen and Senators 
and compel this wrong to be righted. They 
should have a law made so that each and 
every paper published at a known office of 
publication shall be admitted at the same rate 
to the mails. t any action, if they violate 
law, be in the courts, the same as any other 
misdemeanor. The Constitution of the United 
States guarantees this. We have no need of 
a —_ censorship in this country and the 
publishers should not submit to it longer. 
What right has the Postmaster-General, or 
any other person, to say what shall be in a 
paper any more than he has to ofen or ingutre 
what isin a private letter ? 

Very respectfully, 
M. F. Ho_pEeRmMaNn. 


> 


MAY EVENTUALLY BE RUINED. 








New York, Jan. 13, 1893. 
Mr. Madison Davis, Acting Third Assist- 
ant Postmaster-General, Washington, 
D.C: 

Sir—In your letter of December 28, ad- 
dressed to Mr. Wm. N. Wilmerton, General 
Secretary, who had asked that permission be 

iven us to send a complimentary copy of 

RINTERS’ INK to the reading room of the 
Young Men’s Christian Association, at Ches- 
ter, Pa., without prejudicing the right of our 
paper to readmission to the mails as second- 
class matter, you write as follows : 

“In reply, I beg leave to state that the Depart- 
ment places no restrictions on publishers of legi- 
timate seeond-class publications as regards the 
sending of copies in the manner indicated. 
Where, however, advantage is en of this 

rivilege to such an extent as to make the circu- 

tion mainly tuitous the publication forfeits 
the privilege of passing in the mails at the pound 
rate o' stage and becomes subject to postage 
at the third-class rate. This is the case with 
PRINTERS’ INK.” 


If you will examine the Postmaster-Gen- 
eral’s letter of June 24, wherein he sets forth 
the reasons for excluding Printers’ INK, you 
will find that he credits the paper with 

“Subscribers obtained by newspaper "publish- 
ers and paid for in advertising space in their 
own columns, 16,399.” 

This method of obtaining subscribers had 
been submitted to your Department in No- 
vember, 1889, and was before Judge Tyner at 
the time he made the decision at the interces- 
sion of Mr. E. Rosewater, of the Omaha Bee. 
It was of that decision that Mr, Fountain, of 
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your office, said to our attorney, Mr. Car- 
penter, he thought it erroneous at the time, 
Judge ‘Tyner assured us, however, at the 
time of the hearing before him in March last 
that there was nothing in that decision that 
he wished changed, 

Since the exclusion of Prinrers’ Ink has 
been persisted in on the ground that a sub- 
scriber paid for in advertising space is not 
paid for in fact, we have permitted publishers 
to renew subscriptions obtained by them, only 
when the order was accompanied by a remit- 
tance in cash for the amount. ‘The case of 
the Washington Stary is one in point, that 
paper having obtained eighty-one subscribers 
and taken the pains to obtain a written ac- 
knowledgement for each one, and then sent 
on the names, accompanied by a check in full 
payment. 

fr. Gayler, the Assistant Postmaster of 
New York City, says that when two news- 
papers exchange, each subscribes for the 
other and gives his own in payment. It was 
good business for Printers’ INK to exchange 
with every publisher, but in his letter of June 
24 Mr. Wanamaker declared all copies sent as 
exchanges to be free copies, Acting on this 
decision we recently struck from the exchange 
list the papers that had not made payment in 
cash or its equivaleat. ‘lhe newspapers now 
receiving Printers’ INK have, in nearly every 
case, ordered and paid for it. 

When you sayto Mr. Wilmerton that the 
circulation of Printers’ INK is mainly gratu- 
itous, yousay what is not true. ‘There is not 
one newspaper in a hundred whose list is so 
free from complimentary subscriptions, 

Under the harsh treatment meted out to 
PrinTERS’ INk in 1892 its subscription list has 
declined, and if the system of persecution is 
to be continued indefinitely it is possible that 
the paper may eventually be ruined. 

The above facts are respectfully submitted 
by Your obedient servants, 

Gro. P. Rowett & Co., 
Publishers of Pkinrers’ Ink. 


Note,—7o the above communication the 
publishers of Printers’ INK were never 
JSavored with any reply, 
+o 


POSSIBILITIES. 


Office of 
PAGE WOVEN WIRE FENCE Co., 
W. CLEMENT, Manager. 


ADRIAN, Mich. , Jan, 21, 1893. 
Editor PRINTERS’ INK : 


The copy of PRINTERS’ INK for Jan. 11 only 
arrived last evening about a week behind time. 
From a hasty perusal I conclude you are knocked 
out, for the present at least, in your round with 
the P.O. D. It has occurred to me to-day that 
possibly there would be relief for you by dealin¢ 
with the authorities over the line in the Dominion 
of Canada. We publish an advertising journal 
monthly (find copy enclosed) for circulation 
among our agents, and of course pay full post- 

eon same. An independent pany manu- 
facture the same fence in Canada, across the 
river from Detroit, and iy Aye 5,000 copies 
across for distribution in that country. The 
custom authorities decided to admit them free, 
and we are informed that the in that 
7 = only one-half the amount charged by 
Uncle Sam, even if they were sent from there to 
any point in the U.S. Could you not prepare 
your papers for mailing, ship 60 Canada and 
mail to subscribers from there? You would not 
only save one-half the amount of , but 
have a little satisfaction in having Uncle Sam do 
the same amount of work without any compen- 
sation whatever. as a penalty for the outrageous 
overcha: you have n subjected to. Itseems 
that the Canadian law stipulates only that the 
publication be a periodical. 


Yours very truly, 
w. CLEMENT. 

















REASON NOT GIVEN. 


Office of THE WAYNESVILLE a ae | 
WaynesvILLe, N,C., Jan. 2, 1893. 
Hon, John Wanamaker, 
Postmaster-General, 
Washington, D, C.? 

Dear Str—In 1892 we made arrangements 
with Messrs. Geo. P. Rowell & Co, for a dozen 
or more copies of Printers’ Ink, to be sent 
to our advertisers, The venture proved a hit 
to our advertisers, and Prinrers’ Ink has 
wonderfully helped them in preparing their 
announcements. The arrangements made 
with Messrs, Rowell & Co, were very agree- 
able, and we were allowed to pay for the 
papers in advertising, which, of course, saved 
us from paying the cash, 

We would like to make the same arrange- 
ments with Printers’ INK for 1893, but 
Messrs. Rowell & Co, tell us that is the reason 
you have excluded the Ink from the mail 
privileges, and that it lays in your power to 
grant them the privilege of making the deal 
with us. 

Will you please cite us to the law that 
gives you the authority of excluding Print- 
ERS’ INK on such a charge? 

Respectfully, 
Z. V. Roczrs Printinc Co. 


Post-OrricE DEPARTMENT, 

OFFICE OF THE THIRD AssisTanT Post- 
MASTER-GENERAL, 

WASHINGTON, January 7, 1893. 
Z. V. Rogers Printing Co., 

Waynesville, N.C. 

GenTLEMEN—Your letter of the 2nd inst., 
addressed to the Postmaster-General, relative 
to subscriptions to Pxinrers’ Ink, paid for 
by you in advertising, and sent regularly to 
parties designated by you, has been received. 
In reply, I beg leave tostate that PRINTERS’ 
Ink has been finally decided by the Depart- 
ment to be third-class mail matter, and that 
therefore all copies of the publication, without 
regard to the manner in which they are paid 
for or circulated, will be entitled to pass in the 
mails on payment of postage at the uniform 
rate of one cent for each two ounces or frac- 
tion thereof, Very respectfully, 
A. D. Hazen, 
Third Assistant Postmaster-General. 


Nore.—/J# will be observed that Hazen 
did not point out the law under which this 
action was taken, 
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A HELPING HAND. 


Cuas. U. SHryock, Publisher. 
ZANESVILLE, ()., Jan. 30, 1893. 
Pub. PRINTERS’ INK : 

Enclosed please find two dollars, payment of 
subscription of A. P. Rogge, Mgr. Zanesville 
Wire Co. 

I should be willing to wait on the new P. M. 
General any time after March 4 as one of a com- 
mittee in your behalf. Cuas. U. SHRYOCK. 


OFFICE OF THE SUNDAY NEWS, } 





THE PRESS CENSOR AND TRADE PAPERS, 
From American Art Printer for January. 
What our press censor does not know, though 
a matter of common knowl among publish- 
ers, is that he is the most colossal incapable that 
arty government has yet produced. atever 
he result of his attacks upon the trade preere it 
should be made for ever impossible, after March 
4, to appoint to office such another as our present 
press censor. Publishers, like others, know 
when they have had enough. 
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NO HONEST MAN COULD. 


A correspondent, referring to the proposed 
model for a silver statue of justice that ap- 
peared in the Jan. 11th issue of Printers’ 
Ink, makes the point that no man should be 
held up to ridicule on account of his religion. 
It would be interesting to learn from this cor- 
respondent whether it ever occurred to him 
that men who appear before the world as more 
religious than their fellows often do harm to 
the cause by placing religion in the fore- 
ground, and, under the screen thereof, doing 
things boldly that honest men would never 
dream of doing? Printers’ Ink was familiar, 
a few years ago, with the interesting case of a 
bank president who was not a professing 
Christian, but loved his wife better because 
she had ever been one. He removed late in 
life to a suburban town, and to please his wife 
took up the habit of going to church with 
regularity. Soon he was elected a member 
of the board of trustees, and appointed chair- 
man of a committee having some business 
matter in charge. He attended tothe matter, 
made report, received further instructions, and 
finally a difference of opinion seemed to be 
developed as to the course to be pursued. 
The merely business man was embarrassed 
and modestly rose and said: ‘I am inter- 
ested in the welfare of this church. 1 will do 
all 1 can to advance its interests, Church 
work is new to me, however, and I am an old 
man. I do hope, therefore, that I shall not be 
expected to do anything that would not be 
thought moderately honest in Wall street.” 
Pictures like the one criticised are calculated 
to do good to Mr. Wanamaker and to the 
world. Every man’s religion is worthy of 
respect, but a professing Christian is not, on 
account of that profession, relieved from the 
ordinary obligations in every-day life that are 
exacted from honest men. No honest man 
would doas Mr. Wanamaker has done in the 
case of Printers’ Ink. No dishonest man 
should be shielded from criticism by any 
gauze of pretended righteousness. 


A DANGEROUS POWER. 


It appears, from a recent decision, that the 
Postmaster-General and his subordinates have, 
in this country, an autocratic power to sup- 

ress a newspaper, such as is scarcely equalled 

in any other country. A New York journal, 
Printers’ Ink, devoted to the interests of 
advertisers, has, for a long time, been ex- 
cluded from the mails as second-class matter, 
and the price of postage upon it has been 
momen | prohibitory. The publisher has 

en unable toget the Post-Office Department 
to reverse this decree, and in this dilemma 
appealed to the United States Supreme Courts, 
but the courts refused to interfere on the 
ground that they have no jurisdiction. As 
the law stands, therefore, the Post-Office off- 
cials practically have the power to suppress 
any newspaper that depends for its circula- 
tion upon the mails. It is not necessary to 
discuss the merits of the Printers’ Ink con- 
troversy in order to establish the fact that this 
is a most dangerous power most dangerously 
placed. Without inquiring any further than 
1s sufficient to convince itself that this power 
is so placed, Congress should provide a way 
by which these decisions can be speedily re- 
viewed by the courts, and be brought into 
some degree of uniformity by trained and 
legal minds.—Reading (Pa.) Morning Her« 
ald, Jan, 28, 
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You Have Heard the Story 


of Gen. Jackson when making a speech from the rostrum, how a stanch 
but imprudent admirer seated just behind him on the platform, put his 
pen-knife into what he supposed was the old hero’s cork leg and urged 
him, sotto voce, to ‘‘tip ’em a little Latin, General.”” The old hero had 
no cork leg, and, instead of ‘‘ tipping ’em a little Latin,” he astonished 
his hearers by exclaiming, viva voce, ‘ * * * what ——? ! 
You* **!!} ——? ——!!” 











I do not vouch for the story nor for the emphatic Jacksonian language, 
but I have a mind to ‘‘tip” a little Latin myself. How would this do, with 
an easy, every-day translation : 





In hoc 
Signo 
Vinces. 


It means 
Something, too. 

















A newspaper of Known Circulation generally means a good deal to an 
advertiser, and its value ought to be emphasized in both Latin and Anglo- 
Saxon ; but there is no newspaper in America that means more to an ad- 
vertiser for the money than the Louisville Courier-Journal. Established 
during Jackson’s first administration, it had been seven years in the field when 
he retired from the Presidency in 1837, and from that day to this it has been 
the foremost home newspaper in the great Southwest. Indeed, its circulation 
means much to advertisers, for that of the Weekly Courier-Journal is 
over 177,000 every issue. Daily, 30,000; Sunday, 35,000. 


This immense circulation goes to forty-four States and four Territories, and 
is made up exclusively of paid-yearly subscriptions. Over 92,000 of this cir- 
culation is in the four States of Kentucky, Tennesseé, Texas and Mississippi, 
many thousand families having taken the paper for years. 


The Daily Courier-Journal has 30,000 circulation, and 35,000 on 
Sundays. It covers the local field for advertisers more completely than all 
other mediums combined. Reputation, world-wide ; clientage, the dominat- 
ing classes ; leadership, unquestioned ; the field, thoroughly its own—this can 
be said of no other newspaper in all the Southwest. 





OTHER KNOWN CIRCULATIONS. 
Miicetin tem, A. FRANK RICHARDSON, 
St. Paul Pioneer-Press. Tribune Building, 
Rochester Democrat and Chronicle. NEW YORK 
Seattle Post-Intelligencer. f 
Louisville Evening Times. Chamber of Commerce, 


San Francisco Report. CHICAGO, 





Bie 








